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SPEAKING OF THE JEWELRY TRADE _ counted, together with general in- 


CHECK-UP service _ for 
watches is maintained by 
Joseph I. Schwartz jewelry store 
at 138 16th St., Denver, Colo., 
which brings customers who have 
bought watches into the store period- 
ically. 
A postal card is mailed to each 


watch customer every 12 to 18 
months giving the make of the 








1 “A CARD 
= pROM LARRY.” 





watch, the number, the date it was 
last there for repair, and sugges- 


tions as to what it needs, whether 
re-oiling or rechecking. It is 


signed by ‘Larry,’ who is in the 
watch repair department, and this 
gives a personal touch to the postal 
card message. The name of the 
store is printed at the bottom of 
the card. 

This is a service which has been 
maintained for many years’ by 
Schwartz, and he finds that it brings 
results in creating good will, in 
keeping watches in good condition, 
and in making contacts with his 
customers from time to time, who 
are thereby brought into the store 
with the result of potential sales. 


© © 


66 E had been thinking a long 

time about what we could 
do to help my old country, and after 
reading about the gifts of ambu- 
lances, we decided we could not give 
to a better cause,’ explained F. 
Senior Pickles, proprietor of the 
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Robbins Jewelry Co., Arcade Bldg., 
St. Louis, Mo., in announcing the 
gift of an ambulance that he and 
Mrs. Pickles were making to the 
local division of the British-Amer- 
ican Ambulance Corps. 

It was the fourth ambulance do- 
nated to Britain in four days in St. 
Louis. The cost of these American- 
made and equipped ambulances and 
their maintenance in British war 
relief for one year is $1,350. 

Pickles drops a hint to American 
diamond importers in a letter writ- 
ten to this publication, when he 
writes, “I hope the publication of 
this may give an idea to some other 
jeweler, who, like myself, wanting 
to do for the British 
cause, is what practi- 
cal aid he can give. I happen to 
know many diamond importers be- 
cause I have been to Europe my- 
self, buying diamonds, and feel that 
these men who have made money 
trading in diamonds, a British prod- 
uct, may feel the same way I did 
and also give an ambulance.” 

Pickles was born near Sheffield, 
and has two brothers and two sisters 
in England. One of his nieces is a 
war nurse. 


something 
wondering 


© © 


OMMENCING with the Jan- 
uary issue, Natural History, 
the magazine of The American Mu- 
seum of Natural History, will run 
a series of 12 short articles upon 
the birthstone of the month, written 
by Dr. F. H. Pough, assistant 
curator of geology and mineralogy 
at that institution. 
Some of the myths and legends 
associated with each of the accepted 
ANRJA birthstones will be re- 
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formation on the origin and nature 
of the gems. They will be illus- 
trated with photographs of some 
of the outstanding specimens in the 
museum’s collection. Readers who 
wish to receive this series may write 
to the membership department, 
American Museum of Natural His- 
tory, New York, for further in- 
formation. 


© © 


| | mene Philadelphia jewelers, 
with four stores in downtown 
Philadelphia as well as German- 
town, Frankford and Upper Darby, 
Pa., indulged in aerial high jinks 
football season just 


during the 
closed. 
The firm employed an airplane 
to fly over the Penn-Army, Penn- 
and Army-Navy 


Cornell games, 








where a total well-to-do attendance 
viewed the airplane drawing a 
streamer bearing the advertisement, 
“Barr’s Jewelers Anniversary Sale.” 

This advertising—unusual for a 
jewelry store—tied in with the firm’s 
87th anniversary sale and also with 
its football contest, which closed 
Nov. 30 with entries from more than 
100,000 persons. 


66 HEN will my engravings be 

ready?” Quite often when 
this question is asked in the average 
jewelry store by the customer there 
follows a huddle of department em- 
ployees and usually a hurried walk 











or call to the firm’s shop. Even then 
there is often some uncertainty after 
the information has been passed on 
to the customer. But this is not the 
case at Jaccard’s, Kansas City, Mo, 

A black pasteboard clock-face with 
white hands and numerals ranging 
from 1 to.31 has solved this prob- 
lem. Above the clock bold faced 
letters state that: “Engravings or- 
dered today are promised ——.” 
Then follows the name of the month 
and the hand points out the day. 

Each morning the head of the re- 
pair and shop department checks 
carefully the orders on hand, the 
shep force, immediate holidays and 
all other matters likely to have a 
bearing on the work that can reason- 
ably be expected to be accomplished 
in the next few days. Then he sets 
the hand on the clock which tells 
employees and customers alike just 
when the order will be ready. Not 
only does this gain Jaccard’s cus- 
tomer good will, but it also saves the 
employees many steps, thus conserv- 
ing time for other store duties. 


© © 


GOOD way to move the accum- 
ulations of low-priced odds and 
ends that sometimes clutter up a 
jewelry store’s inventory is to have 
an occasional “blind package sale,” 
according to the experience of the 





Klein jewelry store in Montgomery, 
Ala. The items which the store 
uses to dispose of are wrapped in 
attractive packages of uniform size 
and shape, with the mixture being 
“sweetened” by a few additional 
higher priced but also slow-moving 
items. 

The packages are then piled in 
the store windows with a display 
card explaining that the packages 
will be sold “blind” for $1 each 
with the customer having the privi- 
lege of selecting any package he or 
she may desire at the flat price of 
$1 per package. It is also explained 
that every package contains an item 
of merchandise worth at least that 
much and that many of them hold 
goods worth $3, $4, $5 and up to per- 
haps $20 or $25. 

Every purchaser is sure to get his 
money’s worth and some will get 
considerably more, since some of the 
packages include the added items 
such as rings, watches, sterling pieces 
and clocks. 

It is impossible for the customer 
to determine what is in any package 
beforehand, since all are of identi- 
cal size and shape and all merchan- 
dise is packaged so that it will not 
rattle or give any clue as to the 
nature of the contents. 

Klein’s say that they have fre- 
quently sold as many as 400 or 500 
packages during such a stunt. 




































































"Your business is £00 good, I'm telling youl" 
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IRTHSTONES come in for 
some good-natured kidding on 
the back of the business cards of 
Sol Gordon, New York, stone and 
pearl importer. Here’s Gordon’s 
list, which differs in not a few 
places with ANRJA’S official set: 
For laundresses, the soapstene; 
architects, the cornerstone; cooks, 
the puddingstone; soldiers, the 
bloodstone; politicians, the blarney- 
stone; borrowers, the touchstone; 
policemen, the pavingstone; stock 
brokers, the curbstone; shoemakers, 
the cobblestone; burglars, the key- 
stone; tourists, the Yellowstone; 
beauties, the peachstone; editors, 
the grindstone; motorists, the mile- 
stone, and pedestrians, the tomb- 
stone. 


© © 


UL ANDERSON, one of the 

oldest active jewelers in the 
United States, observed his 90th 
birthday anniversary, Nov. 20, by 
walking five blocks from his home 
to his jewelry store, opening the 
store before other employes were 
scheduled to report for work, and 
then following the same work routine 
that he has had for the last 65 years 
in Taylorsville, Ill. It was just 65 
years ago last September that the 
young Norwegian watchmaker de- 
cided to make Taylorville his home. 


© © 


IFTEEN hundred boys and girls 

from Worcester, Mass., orphan- 
ages and welfare homes had an ad- 
vance taste of Christmas on Satur- 
day, Dec. 15, when they were guests 
at a Saturday morning theater party, 
held by Whalen’s jewelry store, of 
that city. 

The youngsters met in Salem 
square at 8:30 in the morning and, 
with a band playing, marched to the 
theater, where they saw a stage show 
and movies. Albert A. Aaron, man- 
ager of Whalen’s, gave candy and 
novelties to everybody, and, in addi- 
tion, a bicycle, a boy’s wrist watch 
and a girl’s wrist watch to three de- 
lighted boys and girls. 


© © 
HE Seattle R.J.A. played Santa 


Claus in a large way to a family 
of that city. They brought joy to 
a little household with a cash gift 
sufficient to set the family on the 
road to happiness in the New Year. 
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i i you're a jeweler in or near 
Hollywood, you can hitch your 
wagon to stars like these. B. D. 
Howes & Son, Los Angeles jewelers, 
and the House of Westmore, fash- 
ionable Hollywood beauty salon, col- 
laborated during the fall in a series 
of exhibits, which were photographed 
for many national magazines, with the 
result that versatile, modern jewels 
and smart hair-dos got large attention. 

Geraldine Fitzgerald, above right, 
wore a star sapphire and diamond 
clip in her hair, cabochon sapphire 
and diamond clips on her bodice, two 
bracelets combining the same gems, 
and a 22-carat emerald-cut sapphire 
ring. 

Seventeen-year-old Suzanne Carna- 
han, above, shows how young pearls 
can be. The youthful note is carried 
out in a_ bunch-of-grapes clip, a 
“flower” ring of six pearls, and the 
simple circlet brooch in her hair. 

The dark beauty of Margaret Lind- 
say, right, complements a striking en- 
semble of rubies and diamonds. 








Jewels Double 
Their Charm 
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RODUCING an well-rounded volume on 

clearance-sale merchandise is a matter of careful 
adjustment of reductions, timely advertising, and plenty 
of concentration on pulling in the largest potential field 
of jewelry-store customers, according to the Hess-Cul- 
bertson Jewelry Co., of St. Louis, which features a store- 
wide clearance sale in January. 

Leo J. Vogt and William Miller, president and adver- 
tising manager respectively for Hess-Culbertson, are 
convinced that clearance sales coming directly after the 
Christmas season should be based strictly on _price- 
appeal, plus a short duration—two weeks at the utmost. 
The sale usually starts with the second full week in 
January, and leaves the rest of the month open for the 
promotion—concentrating; however, on 14 days. Thus, 
enough time is assured to keep the sale well within the 
bounds of the month, appeal to customers given time 
enough to recover from Christmas bills, and still con- 


even, 


Holding a Two-Week 
January Clearance 
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by ROBERT A. LATIMER 


centrate the clearance attraction while the price factor 
is most important. 

Three major promotional services characterize Hess- 
Culbertson’s clearance-merchandising theme: Newspaper 
advertising, direct-mail and windows, backed up with 
continuous radio “spot” mention. All of these have been 
carefully studied in relation to volume pulled in, per 
dollar spent, and are planned months in advance accord- 
ing to this analysis. 

Newspaper advertising “breaks” immediately before 
the first day of the sale, and is scheduled in the most 
prominent spot in the newspaper used. This has been 
narrowed down to the society section of the Sunday 
newspaper. Miller insists on this space for outstanding 
promotions. 

Banner-headlined with a clearance sale cut in reverse 
print, the original ad measures 10 inches deep by three 
columns wide. It usually contains cuts of the lead mer- 
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Daily ads, during the sale, 
feature some specific article 


chandise of the sale, notably, diamonds, giftwares, 
sterling silverware and watches. From the opening day, 
the store uses at least 100 lines a day, run in two-column, 
50-line inserts, and usually with a cut of some item along 
with the clearance signature. This system is continued 
for 14 days, excluding Saturday mornings, which the 
store considers less potent, in the same vein—then 100- 
line advertisements are spotted out over the remaining 
period as followups and reminders. This, according to 
the store’s experience, concentrates the Hess-Culbertson 
name as well as the clearance motif in the most vital 
period, the first few days of the sale, while assuring 
enough repeat mentions to attract latecomer sales. 

Switching the title of the sale from the simple heading 
“Clearance” to “Storewide Clearance” produced good 
results. It was found that the inclusion of the store- 
wide mention assured the public that specialty merchan- 
dise—novelty clocks, ete.—was available in the sale, 
and this attracted a good percentage of trade for gifts 
or collections. 

Direct mail, after studying the results of several sys- 
tems, has been cut to using penny postcards in the 
“Courtesy Day” theme, which are sent to all names on 
charge and record books in the office, and to friends and 
relations of regular customers. Costs are kept to the 
minimum, yet at the same time the cards, being printed 
in two colors, and playing up the friendly relations 
existing between Hess-Culbertson and its customers, are 
fully as effective as personalized letters. These are sent 
two days in advance of the sale, and allow regular cus- 
tomers an entire Saturday for uncrowded selection. Ten 
thousand were used in a recent clearance sale and aver- 
aged the largest percentage of returns of any mailing 
System yet placed in service. 

Hess-Culbertson’s 21 display windows are likewise 
controlled from past records of volume produced through 
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Regular Price 


Two-price tags show the reg- 
ular and clearance sale prices 
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Courtesy cards allow regular 
customers to shop before sale. 


their use. First, during the sale, wattage is stepped up 
with larger bulbs—resulting in more brightly attractive 
display. The largest six, on the busiest street, are used 
for giftwares, each item plainly marked with its own 
discount rate. Two more, on the corner arcade, are filled 
with diamonds, likewise ticketed off for reductions. Four 
display sections are always given over to silverware, 
two devoted to sterling, and two to plated merchandise. 

One large window is trimmed for costume jewelry, 
with a single discount tag for all items on view. Another 
important section is the watch window—with models 
numbered off according to varying discounts, on a 
large poster in the rear. The rest of the windows are 
used as “contingents’”—which means that they are ro- 
tated to display whatever stocks are moving too slowly, 
and changed frequently according to sales during the 
day. Price appeal is assured by using two-piece tags 
—showing the regular price and the discount price— 
which give at a glance the saving allowed during the 
clearance sale. 

In operation, the Hess-Culbertson store gives reduc- 
tions from 10 to 50 per cent, adjusted on a sliding scale 
of length of time in stock, desirability, and present mar- 
ket. Discounts average 15 per cent on everything from 
stock excepting price-fixed lines. No loss leaders are 
used. The principal items in the sale are costume 
jewelry, watches and diamonds. Discounts of a recent 
January clearance sale follow: 
stationery, 15-30% 
accessories, 15% 
clocks, 15% 


pens, 50% 
rings, 15% 


costume jewelry, 15 to 20% 
diamonds, 15% 

watches, 15% 

karat gold jewelry, 15% 
sterling and platedware, 15% 
giftwares, 15 to 50% 


Matching the desirability of the item in question with 


the proposed discount, Hess-Culbertson has always been 
(Please turn to page 90) 
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EWELERS who have been wondering whether 

the shortage of diamond melee might make it 

difficult to obtain attractive and saleable merchandise 
may set their fears at rest. 

Faced with the problem of a rapidly diminishing 
supply of the small stones, with no prospect of sub- 
stantial replenishment of American stocks till after the 
war, and with the growing scarcity rapidly increasing 





Some of the beautifully carved new wedding rings are 
as much as 7 mm. wide. A new idea is the matching 
rings for bride and groom shown at the right. These 
are just a few of the designs in the new Bristol line. 


prices of available stones to a point that would make 
the formerly generous use of them prohibitive in popu- 
lar priced jewelry, the ingenuity and resourcefulness 
of American designers and manufacturers have risen 
to the occasion. 

New jewelry styles have been developed in which 
means of decoration are skillfully employed instead of 
the tiny diamonds to provide the ornamentation. And, 
while of course the effects secured are often quite dif- 
ferent in appearance from the previous styles, they are 
no less beautiful. In fact, many of them reflect a far 
higher degree of artistry in both design and execution 
than the mere insertion of a few bits of melee, and the 
very fact of their being radically different from the 
pieces of a year or two ago is an advantage rather than 
a detriment to the jeweler because he can offer them not 
as mere substitutes but as fresh new styles for the 
woman of today. 

These new trends are especially noticeable in the 
moderately priced items of wide general sale—wedding 
rings, engagement and other stone rings whose main gem 


Melee Shortage Brings 
New Design Trend 


40 








is of modest size, the less expensive diamond set wrist 
watches, and the like—the class of items that is so im- 
portant a factor in the business of the average jeweler, 

Let’s take a look first at the new wedding rings. A 
year ago the better ones were invariably a circlet of 
small diamonds in a rather narrow platinum band, while 
the lower priced ones tried to achieve the same effect 
by setting stones around one-half or one-quarter of the 
circumference. Some of the cheapest had as few as 
five or even three pieces of melee, and of course, were 
of white gold instead of the more expensive platinum. All 
of them, however, tried to look alike. 

Today the new lines that are about to be displayed 
by manufacturers reveal a variety of imagery and ex- 
pression that has given a new lift of beauty to this age 
old symbol of two hearts that beat as one. 

Carving, chasing, engraving, piercing are employed 
in an infinity of ways to give ornamentation and beauty. 
Widths, instead of being almost uniform, range all the 
way from a narrow thread to three-eighths of an inch 
or more. Materials are not only platinum and white 
gold, but the yellow and the new pink shades as well. 
Often two or more shades are skillfully combined for 
life and color—perhaps a row of pink rosebuds against 
a yellow gold background or a conventionalized motif 
in white gold against pink. 

Ring edges are often irregular to follow the outline 
of the decoration which is also sometimes silhouetted 
in the body of the ring by exquisitely executed piercing. 
Few if any stones are employed in these new styles. 
They derive their beauty from design and craftsman- 
ship rather than from the inclusion of gems, and many 
of them are veritable works of art. 

Of course, bands of melee are still available for those 
who desire them, but they are very much relegated to 
the background of the fashion picture of 1941. 

Naturally, with the amount of workmanship that 
these new designs require—far greater than the plain 
diamond set band—these new rings are priced at figures 
that enable the jeweler to make a distinctly worthwhile 
sale, even though no diamonds are involved. The carved 
platinum rings, for example, go as high as $125 or more 
at retail, while similar styles in 14 karat gold range up 
to $50 or $60. Of course, there are plenty of more 
modestly priced numbers—the point is that there is 
also a plentiful selection for the customer who wants 
nothing but the best and is prepared to pay for it. 

Another idea that has been developed by at least 
one manufacturer to help keep the retailer’s cash reg- 
ister hitting on all cylinders, is the “bride and groom 
set,’ consisting of two rings of identical design, but with 
the man’s ring wider and heavier. 

Engagement rings, no less than wedding rings, are 
manifesting new style tendencies. Many of them are 
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following the same trends as the wedding bands—that 
is, the setting at the sides of the central is decorated 
_by carving or engraving in floral or other designs, in- 
stead of being set with melee. Various colors of gold, 
too, are in high favor, frequently in combination in the 
same ring. 

Another new note in rings of this type is the use of 
small colored stones in place of diamond melee. One 
manufacturer showed us the first sample of a remark- 
ably beautiful new item of this kind which had just 
been finished that day. It was a mounting of rose 
gold, simply but beautifully carved, with a center dia- 
mond of about one-half carat and two tiny calibre rubies 
on each side. The combination of the warm tone of the 
metal with the deep rich red of rubies provided a back- 
ground that set off the light and fire of the diamond 
most impressively. 

Another manufacturer has developed a group of in- 
teresting cluster rings for other than engagement pur- 
poses using a wide variety of colored stones, sometimes 


Rings combining two varieties of 
colored stones of contrasting hues 
are a new fashion note sponsored 
by Untermeyer, Robbins & Co., Ins. 
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| 


may be 
example. 
revival in the popularity of pearls for engagement as 

well as other rings, and says he has already found a 4 
ready acceptance for them. 
new line consist of a large central pearl surrounded by 
smaller ones. 










Wedding rings for 1941 as conceived by J. R. 
Wood & Sons are deeply carved in graceful de- 
signs—mostly with a floral motif. Several 
combine two tones of gold in the same ring. 


New ornamental bracelet watches derive 
their beauty from excellence of line rather 
than lavish use of melee. Note how these, 
from Katz & Ogush, have only a few stones 
—and some of those colored — across 
each end of the case. 


































These new dinner rings are in pink 
gold with small rubies flanking the 
center. Both from Katz & Ogush. 





and colors in the ring. A_ sapphire 
surrounded by several small pearls, for . 
This maker, incidentally, predicts a marked q 


same 


Several numbers in his 


The use of the cultured variety in some 
(Please turn to page 60) 
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Is shouting about cut prices, premiums and extended terms 


the way to advertise the romance, glamor and beauty 


that jewelers sell? Holzman’s ads are an eloquent answer 


OMEONE has said that the retail jeweler who is 
successful does not merely sell watches, silverware 
and jewelry. He sells romance, glamor and beauty. 

One can buy knives, forks and spoons at the ten-cent 
store. From a strictly utilitarian point of view they will 
serve just as well as sterling silverware. One can carry 
a dollar watch in his pocket. It will keep time almost 
as well as one of the more expensive variety. One can 
wear cheap costume jewelry just as easily as pearls or 
diamonds—and still be amply ornamented. 

It is, therefore, only when an item has romance, 
glamor, beauty ... and value . . . that it becomes some- 
thing for the jeweler to sell and for a customer with 
taste and a love of the beautiful and valuable to own 
and take pride in. 

Why, then, do so many jewelry store advertisements 
violate this cardinal principle of the jewelry business? 

Cut out the next 15 or 20 jewelry ads you see in the 
paper. What will you find? A great majority of them 
will be advertisements of sales. 

Why should a jeweler who, at other times, believes 
that he is selling romance, glamor and beauty, think that 
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the only thing which is going to attract customers in an 
advertisement is a cut price? And why, oh why, does he 
select the period before Christmas or that during the 
June bride season to spoil the efforts of every better- 
class jewelry store by conducting his sale? 

Jewelers need to realize that they must cooperate in 
sales and in advertising—as well as in price maintenance 
and the elimination of the retailing wholesaler, if the 
retail jewelry business of any community, or of the 
nation as a whole, is going to make the progress that it 
should. 

Now study the advertisements from the standpoint of 
beauty. What do you find? With a very, very few 
exceptions, jewelry store advertisements violate every 
principle of high-class store advertising. 

Perhaps this is because many retail jewelers are un- 
willing to spend money employing an advertising expert 
or an agency to write their advertisements. And, know- 
ing nothing about advertising themselves, they blunder 
on ineffectively . . . and sometimes to the detriment of 
the entire industry. 

The average jewelry advertisement is surrounded by 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1941 


















\ ! 
nday in UY 
Happy guthstone Is Ruby 


Be 











‘ee But the 


27 
Best for you" Bride g 
Thea You'll Buy Her Rings 


From Holzman 
of Fine Diame 


coe set with blu 
sayum Engagement Ring ht smaller dia 
Platinum oe stone and 8 vinum Wede 
white COR so. Matching P Diamonds, 
on Ring set 


$37.50. 






‘with’ 10. brilliant 







i Things 0" 
4 to Give Fine bad 
I's Eeon’s Monthly Payment Pla 


No Added Corrying Chorge 






. the 
, Jzman's 
. ng at Ho tore. - 
you'll enioy shoppin jewelry * ! 
Yourh's most beautify’ (efor your comfort 






Competely air-condt 












eINCE +1897 
, MONDS SINCE 
OF FINE DIA 
THE HOUSE 


By J. H. REED 


a black border, just why, no one seems to know. If it 
does not offer a “sale” of some item, it just as often 
tries to tell about every item the jeweler has in a wide 
stock of merchandise, with the result that the desire to 
buy is not created in the reader, but he is only confused. 

If the retail jeweler really believes that he is selling 


romance, glamor and beauty, his advertising should 
reflect it. 


How? 


Through the elimination of funereal black borders and 
the substitution of lighter, more delicate borders—or 
none at all. 

Through a reduction in the number of items mentioned 
to three or four—or perhaps only one—so that they may 
be better pictured and described and more words can 
be devoted to making customers want the items pictured. 
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Deserves Good Advertising 


Through the use of more white space, which will come 
about automatically with a reduction in the number of 
items mentioned in any given advertising space. 

Through an appeal to romance, glamor and beauty. 


The jeweler should not just say that he has watches 
to sell. 


Who cares if he has? 


But if he has just gotten in half a dozen watches of 
the latest model, beautiful in design, and that any busi- 
ness man will be proud to call his own, that’s something! 

Do you get the difference? 

Here are four advertisements by Roy Kaye, adver- 
tising manager of Holzman’s, Inc., Atlanta, Ga., which 
illustrate what retail jewelry store advertising ought to 


be like if all jewelers had the courage of their convic- 
tions. 


These do not stress a cut price. 


Nor are they heavy, uninspiring ahd filled to the brim 
with everything Holzman’s has to sell. 
Rather, they partake of the delicacy, originality and 


beauty of jewelry itself. They have light borders or 
(Please turn to page 62) 
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Leonard’s 


66] F the neon light out front says, ‘Credit Jeweler’ 

or ‘Easy Credit,’ you can just bet he has collec- 
tion problems,” according to W. H. Leonard, Jr. And 
Mr. Leonard should know. He operates four credit 
stores in the heart of the highly industrialized Pied- 
mont section of North Carolina. 

Salisbury is the home store. Here he first tries out 
various methods of and for bringing accounts back into 
the store. “The best way to collect a delinquent ac- 
count,” Leonard believes, “is never let it become delin- 
quent.”’ 

That may sound like double-talk, but it is sound 
philosophy. The first essential for its execution is sys- 
‘tem. Leonard built his system with three points in 
mind: First, to keep the account as near up-to-date as 
possible; second, to bring in delinquents with a mini- 
mum of expense, while keeping the customer’s goodwill, 
and last, but most important, to handle the credit de- 
partment so it gets a maximum of sales with a minimum 
of bad ones. 

Leonard says: “Getting a customer started off right 
is the most important part of a profitable account. That 
is why we send a letter to each new account opened 
with us. This is a short form letter, thanking the cus- 
tomer for the business and reminding him that his terms 
are $2 each two weeks, or whatever the terms may be. 
This is to avoid any misunderstanding right at the 
start. Then, the next most important thing is the first 
payment. We watch that closely, both as to its being 


Yours very truly, 


PR 
OMPTNESS KEEPS YOUR CREDIT GOop 


OUR 
CREDITS CHECKED THRU MERCHANTS ASSOCIATION 


UL rd 


“CONVENIENT 
FINAL NOTICE 


Amount Now Due $... 
Balance on Acct, $ 
THIS MUST HAVE You: 
Date of Last Payment... 
PR 
OMPTNESS KEEPS YOUR CREDIT Goop 





Effective Mailings 


the correct amount and as to meeting the date promised. 

“Every account with whom we have not had previous 
experience is checked through the local merchants’ asso- 
ciation. But even with this careful weeding out of the 
very bad or very slow paying accounts, a small percent- 
age that require collection effort always gets past the 
credit department. This is where the system comes in.” 

Let’s consider first the Leonard method of keeping 
an account current. The second phase will have to do 
with handling after the account becomes delinquent. 

This being an industrial section, most accounts are 
payable each week or each two weeks, and are largely 
among what economists refer to as marginal or sub- 
marginal classes. Thus the granting of credit is largely 
on a basis of moral risk. For this type of account— 
which is a very good one if properly handled—Leonard 
has evolved a system of notices designed to keep in 
constant touch with the customer. 

Each week the credit manager goes through the file 
and pulls out the cards on all accounts that have missed 
one or more payments. He then sorts these cards for 
certain notices, according to the degree of delinquency. 
The first notice is on white paper and is called a book- 
keeper’s notice, or an A.K. notice. 

But to simplify matters, let’s take the case of a mythi- 
cal John Jones and follow it through the entire system. 

We will say his terms are $1 each week. His pay- 
ment is due on Saturday. If he fails to come in, the 
following Wednesday the card is pulled and he gets an 
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Collect Delinquent Accounts 


A.K. notice. The following week, if he has not paid 
or come in to explain why he has not paid, he gets a 
No. 1 notice. This is also on white paper, but is worded 
a little more strongly than the first. If he does not 
respond to this, the third week he gets a No. 2 notice. 


The Leonard store in Salisbury, N. C. 


‘i ‘ me : , 
HES 
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The color of the paper helps Leonard's collection 
forms get results. While the first notices are on 
white paper, the third is on yellow and the fourth 
on red. The “demand notice" is printed on pink 
or green bank check paper. All notices are mailed 
in plain window envelopes with P.O. box number. 


This is printed on yellow paper and the wording is still 
stronger. 

If Jones has not been in by this time (though usually 
he has), tactics are switched and he gets a form letter, 
insisting that he come in and discuss the situation with 
the credit manager at once in order not to impair his 
credit standing. Should this fail, Jones, who is now 
six weeks in arrears, gets No. 3 or “final” notice. For 
this notice red paper is always used. Mr. Leonard 
says these coJors play an important part in the scheme 
of things. 

Despite the fact that No. 3 is called a “final” notice, 
the trump card is yet to come. This is known as a “de- 
mand” notice. It is printed on standard bank check 
paper and is mailed in a plain window envelope. In 
fact, all notices are mailed in plain envelopes with just 
a box number on the back flap. The “demand,” having 
all the outward appearances of a check, has definite eye 


by P. BUFORD HARRIS 





W. H. Leonard, Jr. 


appeal. Very few people can resist opening it at once. 
In this form, too, colors play their part—pink and 
green being used alternately from week to week. 

“It has brought by far the best results of any form 
we have ever used,” Leonard says. “Yet, even it will 
not bring all of ’em in.” 

The difficult cases that now remain pass out of the 
form stage and are placed in the personal attention file. 
Here the credit manager takes over and the personal 
touch is tried in large doses. 

Leonard had never paid much attention to an account 
after it passed out of the active stage until one January 
he found himself with $15,000 to $20,000 in the P. & L. 
file, and most of it strictly frozen. That way, he de- 
cided, led to ruin. Something had to be done; and quick. 

When an account is taken over now for personal at- 


tention, it is classified as either a “collector” or a 
(Please turn to page 63) 
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Patterns in the spirit of Twentieth Century Modern are offered in all of the quality 
makes, but space limits the showing to two examples in sterling and two in plate. 
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Knowing Yesterday’s Designs 
Sells Silver Today 











Suppose your customer’s new home is being decorated in 20th 
Century Modern. Would you know how to help her select a 
pattern in sterling or plated ware, to harmonize with the fresh 
and clean lines of her dining room furnishings, and her new 
linens, china and glass? This article gives you a thumbnail 
sketch of “Modern’s” 13-year development, tells how to avoid 
the tawdry “modernistic,” and helps you to dramatize signifi- 
This is the 


ninth and last in a series of articles describing period styles, 


cant Twentieth Century achievements in silver. 





by Belle Kogan, talented, nationally known industrial designer. 





BELLE KOGAN 





Part IX—Twentieth Century Design as a Decorative Influence 


INCE the dictionary defines “modern” as “‘pertain- 

ing to the present’’ and since tomorrow is invariably 
changing to become the present, it is not really surpris- 
ing that in the 13 years since the style known as 
“Modern” was introduced into this country, it has been 
marked by constant change. 

Nor is it surprising, considering the American char- 
acteristics of creativeness and enterprise that we should, 
in this brief span of time, have developed the very sound 
beginnings of a design contribution of our own to an 
expression that stemmed basically from Europe. 

Because it is a living contemporary thing, the style 
known as Modern has gone through various experimental 
stages. Its first form was based on function and logic, 
a direct swing of the pendulum away from the senti- 
mental, over-ornamentation and fussiness of the Vic- 
torian era just gone before. But design with such purely 
intellectual appeal was meant for only the few. Never 
did it become popular, and the sadly misguided attempts 
to interpret or adapt it for the masses resulted in the 
nightmare of zigzag and chromium dubbed ‘“mod- 
ernistic.”’ 

For years now there have been wishful thinkers who 
keep saying, “Modern has finally arrived.” This year 
their wishes seem to be coming true. The designer of 
Modern seems now to have found a formula that com- 
bines design integrity with a feeling of warmth and liv- 
ability—a formula that appeals to people who after all 
must live comfortably with the furnishings of their 
homes. 

Every known medium that reaches the public has 
played a part in spreading the propaganda of good 
Modern—the Fairs in San Francisco and in New York, 
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the newspapers and magazines, the museums, the moving 
pictures. A survey of 150 department and furniture 
stores recently made by Retail Home Furnishings indi- 
cates that: stores handling the cleaner, lighter designs 
in Modern furniture have noticed a decided quickening 
in consumer demand during recent months; stores in 
traditionally conservative communities who have stayed 
away from Modern in recent years are now going back 
into it; stores that have built up a major part of their 
volume on Commercial Modern sense a trend away 
from this furniture and are getting themselves set for a 
gradual shift into better design. 

As Modern—or Twentieth Century—is shaping up 
today, it falls roughly into three classifications; the 
formal Modern school, or so-called Decorator Modern, 
somewhat fanciful, deliberately decorative, faintly ba- 
roque or rococo; the informal Modern school, the devel- 
opment of functional Modern into an environmental style 
that takes into consideration the personal element; and 
Modern treatment, through the use of color, texture, 
fabric, as background for traditional furniture and ac- 
cessories. 

As has always been the case with silver, it is the hand- 
craftsman today who leads the way in the creation of 
original design ideas that express the feeling of the 
times. Because of the rich aura of tradition that sur- 
rounds the great silver of the past, and because the de- 
mand for Modern design in silver has been slow to make 
itself felt, Modern designs in silverware have filtered 
slowly into the picture. Those that have been produced, 
however, have hit notable highs in design excellence. This 
was clearly apparent in the exhibit of contemporary 

(Please turn to page 60) 








TS 





————— 


IDEAS... 

















EVELOP a window or case display around a theme 

honoring President Roosevelt’s birthday, Jan. 31. 
There are two possibilities. One is to promote your 
dress-up pieces for formal wear at the Birthday Ball in 
your community. The other is to urge people to honor 
the President by wearing a jewelled flag on his natal 
day. The celebration’s the end of this month. Now is 
not one whit too soon to project your display. 

* * # 


FOR VERSATILITY in displays it would be hard to 
find anything so beautifully adaptable as rich, betasseled 
velvet cushions. Pushed into odd corners of cases or 
windows, they make courtly backgrounds for jewels. 

* * # 

ST. VALENTINE’S DAY on the 14th of February 
means sweet profits for the alert merchandiser. Plan 
now to set up a “Lovers All” bar featuring inexpensive 
pieces that sweethearts of all ages may exchange with 
each other. Such a bar could occupy a room of a large 
establishment or a special corner in a small one. If the 
mov-es or the stage should be exploiting a famous pair 
of lovers in your community, get them to pose for pub- 
licity pictures choosing jewelry for each other. 

* * * 

THE FATHER of his country will be honored on his 
birthday, and jewelers may come in for their share of 
business by calling attention to the fact that national 
American emblems should be worn on Feb. 22. Set a 
silk flag on a white satin spread and pose patriotic pins, 
eagles, flags and other national significances around the 


rest of the white area. 
* * * 


FOR AN ENTIRELY NEW IDEA set yourself up 
as an authority on jewelry typed to personalities. Invite 
customers to come in for analysis and show that accord- 
ing to their proportions and personalities certain stones, 
settings and arrangements suit them while others do not. 
Any advice you give as a “jewelry counsellor” is, of 
course, gratis. Lean, artistic fingers, to mention only one 
possibility, should be enriched with jewelry entirely dif- 
ferent than you would recommend for short, stubby 
fingers. And so on, through the list. 

* * * 

FOR A WASHINGTON’S birthday table suggestion, 
do something different. This idea is applicable only if 
you have a center door of glass. But if you do, you can 
increase your display area. Simply set up a holiday 
table behind the door and envelop the setting in a 
glorious spread of colored light. In this way, your side 
windows are not given up, and you call attention to your 
store to cause favorable comment. The table will, of 
course, need to be removed to another part of the store 
during the day. 

* & * 

FOR THE LATEST FASHION, arrange with your 
most prominent local hair stylist for a series of manne- 
quin coiffures using real or costume jewelry—clips, pins 
and sprays. Of course, the window graces your store, 
but the beautician will be glad to co-operate for prom- 
inently placed credit card. 





fads? 


tricks? 


LAURELTON $6.00 
SENECA $4.00 
ALCOTT $4.00 
MERRICK $10.00 
DUOFOLD $3.00 
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A watch bracelet takes more punishment than any other 


article of jewelry. That is why Hadley performance has 


always made a world of difference — both to the customer 


who wears a Hadley and the jeweler who sells it... 


Performance? YES! 


Hadley assures your watch bracelet profits again 
in 1941 with a complete range of new bracelets 
packed with performance! Performance from 
quality — lasting Hadley materials with extra 
gold at points of greatest wear for long service 
... performance from construction — new, 
streamlined center clasps (“just lift to open”) 


... and performance from the house that backs 


them, with deliveries and service that are 
prompt and accurate. You'll be enthusiastic 
about the 1941 Hadley line ~be sure your 
Authorized Hadley Distributor shows it to 
you soon! The Hadley Company, Providence 


... New York... Chicago... Los Angeles. 


y Hadley ACHIEVEMENTS 


— Every One Has Meant Profit For You! 


Expansion Watch Bracelets + *« Duofold Center + + Trifold Center 
e « Sliding-Folding Adjustable Ratchet Center + + Double-Action Self- 


Locking Safety Clasp for Cord Attachments + «+ Cam-Locking Grip Box 
for Silk Cords « «Adjustable End Hooks for Men’s Bands « «+ Extra 
Gold at Points of Greatest Wear + + Pioneered the Making of Gold 


Filled Materials on Non-Corrosive Base 


All Proved Practical Before They Were Introduced 


WATCH BRACELETS 
MEN’S JEWELRY 
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© George E. Fearn, author of these pieces, is a native 
Austrian, but like so many of his countrymen decided to leave 
that country as a result of political upheavals. He originally 
studied architecture but soon turned to designing jewelry and 
accessories. From Geneva, in 1938, he designed for French 
manufacturers; then lived in Paris till Sept. 1, 1939. Now in 
New York with his wife, he is successfully freelancing ideas for 
several manufacturers of precious and costume jewelry. 


“action” in gold 


EWELRY for ‘forty-one will include lots of 

naturalistic clips, brooches and _ earrings 
showing beasts, birds and fish in an active pose 
suggesting motion, often in connection with a 
flower, leaf or other object—a green gold umbrella, 
for instance, held in the trunk of a pink gold 
elephant. 

The designs on this page, from the board of 
George E. Fearn, suggest some of the variety of 
the new jewelry. The brooch below has a yellow 
gold fish, with a jeweled eye, vigorously swimming 
around a pink gold seashell. The jonquil com- 
bines diamonds and a citrine, yellow sapphire or 
other yellow stone, with two-tone gold. 

The jeweling of the graceful bowknot brooch 
has only the merest suggestion of a flower, while 
the bracelet, above, which indicates two tones of 
gold, is entirely abstract-modern. 
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Ax the threshold of a new year we pause to muse over the 
happenings of the past. Naturally our thoughts turn to our 
many customers and friends whose confidence, and loyal sup- 
port have been responsible for the largest and the most suc- 


cessful year that we have had since we have been in business. 


It was in 1894 that Mr. Mikimoto perfected the culture of the 
pearl. Since then the Mikimoto seal on a necklace or a brace- 
let has been a safeguard—a guarantee of the highest quality 
of cultured pearls by Mikimoto, the originator and inventor 


thereof. 


These exquisite pearls are obtained from oysters just like 
natural pearls, only the little grain that gave them their start 
is inserted by man instead of by mere chance. They have the 
same beautiful texture and lustre; expertly assembled and 


accurately matched and perfectly graduated with utmost care. 


We take this opportunity to express our sincere thanks for 
the good will shown us and resolve to do all we possibly can 
to merit continued confidence and patronage in the years 


to come. 


If a visit to one of our offices is not convenient, it 
will be a pleasure to hear from you by mail, 
phone or wire. 


h. MIKIMOTO, ING. 


630 FIFTH AVE. NEW YORK 
55 E. WASHINGTON ST. (My 209 POST ST. 


CHICAGO SAN FRANCISCO 
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“Rule of Three: 


Show Them a Bracelet with 


BRIDAL RINGS 


HERE’S a third piece of jewelry in today’s bridal 
set, so don’t kiss the boys good-bye as soon as 
you've sold them an engagement ring and wedding band 
to match. Get behind the movement to match both of 
these rings with a diamond bracelet or wrist-watch. 


® Here's the three-piece bridal ensemble: 
1—Marquise-cut solitaire engagment ring. 
2—Platinum wedding band set with small 


brilliants. 3 — Platinum and diamond 
bracelet with motif in marquise-cut dia- 
monds to match the engagement ring. 
These pieces were assembled from regular 
stock by Cartier Inc. You have bracelets 
or wrist-watches to coordinate with your 
rings. But, it goes without saying, you must 
show them together to sell them together! 
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® The box bracelet set with square-cut 
diamonds harmonizes with the square-cut 
solitaire engagement ring. Always show 
a diamond bracelet or wrist-watch when 
you sell an engagement ring. Set the girl 
to dreaming about her “next piece" of 
diamond jewelry. Jewels by Udall & 
Ballou. (Why does she wear two clips on 
one ear? Because her hat tips down over 
the other ear and would hide the jewels.) 





This third piece may prove to be the best sale of all. 

It can constitute the bridegroom’s wedding gift to 
the bride, or a father’s substantial gift to his daughter. 
It has a beauty reason besides being good business for 
the jeweler. Any bracelet worn on the left arm should 
complement and build up the engagement solitaire. A 
big gold bangle on the arm, for instance, may clash 
with the dainty diamond in a platinum setting on the third 
finger. The bracelet should harmonize with the ring 
in the metal, gems, and style of mounting. 

A campaign to help the jeweler sell bridal bracelets 
is already under way. The pictures on this page are 
typical of those being circulated for De Beers Con- 
solidated Mines, Ltd., in newspapers. Jewelers already 
follow the practice of showing (and often selling) a 
diamond wedding-band when a young couple come in 
for the engagement ring. It is only a step further to 
show a box bracelet of solitaires matching the cut of 
the gem in the engagement ring. Or a diamond clip- 
bracelet, or wrist watch mounted with a few brilliants. 
Let the young lady see the three-piece set. Impress 
the fact that this is the new and complete ensemble. 

Diamond bracelets can be displayed in the window 
with bridal rings, too. Use a card reading: “The New 
Bridal Set—Engagement Ring, Wedding Band, Dia- 
mond Bracelet.” 
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Local diamonds make good! 


Wuat’s the national diamond advertising enthusiasm 
for? Your store! The country-wide diamond adver- 
tising and publicity leads to just one point—your local 
success in selling diamonds. Since you're the man this 


campaign is set to benefit—cash in on it! 


Localize the national influence with your name— 
tie-in your store and your diamonds so that your cus- 
tomers can recognize at once that you are the “man 
behind the diamonds.” Use the specially planned, 
skilfully co-ordinated dealer mats prepared for you to 


tie-in with the national advertising. Expensive artwork 


and copy that few dealers could afford on their own, 
ready to carry your signature in local papers. Priced 
at cost, $10 for the set of 24 advertisements. 

Order from your Diamond Promotion Portfolio, or 
direct, enclosing check, from: Diamond Promotion 
Dept., The Reuben H. Donnelley Corp., 305 East 
45th Street, New York. De Beers Consolidated Mines, 


Ltd., and Associated Companies. 


IN ONE MONTH: 3300 NEWS STORIES IN 1760 
TOWNS IN 48 STATES @¢ 11,152,238 ADVERTISING 
MESSAGES SELLING DIAMONDS FOR YOU! 
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Ancient Jewelry 


Looks Modern 


HE 6000-year “Art of the Jeweler” display at 

the Metropolitan Museum of Art in New York 
proves, among other things, that jewelry contributed 
handsomely to the glory that was Greece. 

The Hellenic goldsmiths, before and after the great 
ages of Pericles and of Alexander, were accomplished 
masters of repousse, chasing, engraving, intaglio cutting, 
soldering small objects, and skillfully joining thin metal 
plates. They practiced granulation, soldering minute 
grains of gold in regular patterns, as well as filligree 
ornamentation, delicately twisting fine threads of gold 
upon the surface of the work. 

Because Greece knew few precious stones before 
Alexander’s eastern conquests, Grecian jewelers from 
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The 2500-year-old Etruscan necklace this young 
* woman wears would be high style today, and the 
massive filigree earring could be converted into a 
brooch. The modern vogue for flower and animal 
jewelry is suggested by the earrings and flowerettes, 
at the left, from ancient Greece. Photos by 
courtesy of the Metropolitan Museum of Art. 


the sixth to the fourth century B.C. lavished their atten- 
tion upon fabricating and embellishing gold, which they 
sometimes enlivened with colored enamel. Architects 
and sculptors in miniature, they modeled little human, 
animal and mythological figures as exquisite in propor- 
tion as the contemporaneous larger and more familiar 
bronze and marble works of art. 

Systematic tomb-rifling at an early date robbed the 
jewelry from practically all the graves on the mainland 
of Greece. Most of the discoveries of ornaments in mod- 
ern times have been in tombs concealed in their location 
or else found in the Greek islands, the Crimea, the west 
coast of Asia Minor, or Southern Italy. 

The Metropolitan collection is, therefore, fortunate 
to include the so-called Ganymede set of jewelry, which 
dates from about 350 B.C. and was found near Saloniki 
in Macedonia. This set represents many of the technics 
known to the goldsmiths of Philip’s day. For instance, 
on a pair of earrings which portray the boy Ganymede 

(Please turn to page 62) 
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U. 8S. Census Lists 14,558 Jewelry Stores 


2000 More Jewelry Stores Recorded for 1939 than for 1935; 
Sales of $361,000,000 Shown for 1939; Over!$430.000.000 Predicted for 1941 


by JOHN GUERNSEY 


EWELRY store sales are going higher—higher— 
higher! 

Here they are for three years, one year a matter of 
recorded history, another year just concluded, and the 
third year starting this week: 

1939—$361,564,000. This is the official figure, from 
the latest Retail Business Census, compiled and an- 
nounced last month by the United States Census Bureau. 

1940—$400,000,000. This is an estimate, based con- 
servatively on an 11 or 12 per cent increase in retail 
jewelers’ sales during 1940, compared with 1939. 

1941—$430,000,000 to $450,000,000. This seems an 
ultraconservative estimate. The total for the coming 
year may go even higher if another silk-shirt era like 
that of 1918-19 grows out of spiraling payrolls in war 
industries. 

If jewelers’ sales should be $436,000,000 this year, 
they will still be $100,000,000 under 1929 dollars, 
though somewhat above 1929 in the amount of mer- 
chandise sold. Jewelry prices are still 25 to 30 per 
cent under the price level of 1929. 

The 1939 Retail Business Census again defines a 
retail jewelry store as a business deriving 50 per cent 
or more of its revenue from the sale of jewelry and 
allied merchandise. It lists 14,558 jewelry stores in 
operation during 1939, an increase of 2,111 over the 
12,447 jewelry stores enumerated in 1935, when the last 
previous Retail Business Census was taken. Jewelry 
stores’ 1939 sales, $361,564,000, were 54 per cent 
larger than their $234,893,000 volume for 1935. 

Data for repair shops is not furnished in the Retail 
Business Census. The Government defines repair shops 
as business deriving 50 per cent or more of their 
revenue from the repair of watches, jewelry, etc., and 
therefore reports these businesses under the Census 
of Service Establishments, which includes beauty par- 
lors, barber shops, ete. 

Total sales by all kinds of retail establishments in 
1939 were 28 per cent higher than in 1935. So jewel- 
ers, with sales 54 per cent higher, are going to find 
bankers and wholesale credit men much more cordial 
and cooperative than they have been for 12 years. 

Any jeweler who has managed to keep his ship above 
water through the storms and calms of the last decade 
has earned the right to leave his hat on, and keep off 
his knees, in any financial or trade gathering. That 
privilege should extend to wholesale jewelers, too, even 
if some of the brethren did bootleg a little in the retail 
field during the darkest days, when life seemed to de- 
pend upon it. 

The new Retail Census is heartening, further, in that 
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it confirms, in a solid sort of way, that the American 
people are consuming as much merchandise per capita 
as they did per capita in 1929, price differences of 18 
to 20 per cent and the 7 per cent population increase 
considered. But their purchases are not in the same 
proportion; of every $100 spent, $1.80 more goes to 
food stores than in 1929, 40 cents more goes to depart- 
ment, variety and drug stores, $3 more goes to filling 
stations and $4 more to eating and drinking places, than 
those stores received of each $100 spent in 1929. Less 
goes to jewelry stores—86 cents now, against $1.11 
in 1929. 

One reason for that drop from $1.11 to 86 cents is 
the difference in prices. Another is that the public is 
still repression-minded, and not enough is being done 
in a vigorous, attention-compelling way to change that. 
Quality jewelers could well afford to advertise aggres- 
sively with desire-compelling copy, using half pages two 
or three times a week and, as we Southerners say, “priz- 
ing” the margin upward enough to cover the cost. The 
third reason is that most jewelers still are reluctant 
to utilize their superior locations, valuable windows and 
their preferred standing with the public to sell related 
merchandise. It is the addition of more and more 
related lines which brings in that added share of the 
$100 which many other kinds of retailers are getting. 

Finally, the new Retail Census measures factually, 
without room for further argument, that 20 states have 
made outstanding progress in the last few years. The 
states are Connecticut, Indiana, Delaware, Maryland, 
the District of Columbia, Virginia, both the Carolinas, 
Georgia, Florida and Kentucky in the east; Louisiana, 
Texas, Colorado, New Mexico, Arizona, Nevada, Idaho, 
Oregon and California. These states are going to get 
more attention from national distributors, and larger 
selling and advertising budgets during 1941, which 
means that retailers can well back it up with greater 
selling and advertising effort on their part, and expect 
results. 

All in all, it looks very much as if we've got a lively 
steer by the tail and can’t weil let go, even though we 
can’t see just where we are going or whether we'll come 
out of it with a headache. 

An accompanying table shows jewelry stores and their 
sales by states, for 1939, 1935 and 1929. Boost the 
1939 total to $400,000,000 for 1940, and the forecast of 
$430,000,000 to $450,000,000 for 1941 seems over- 
cautious. 

See the chart, on page 59, showing the number of 
jewelry stores and their volume of sales, by states, for 
1939, 1935 and 1929. 











Flashing, flaming fascinating Opals. 
Beautiful beyond words, in color comprehending the 
spectrum, captivatingly variable as a sunset. 


Why let the uncertainty of present conditions hamper 
your business when you can always get a full supply of 
Opals in all shapes and sizes. For the past twenty-five 
years we have been cutting our Opals in this country and 
we are always ready to serve you. 


















DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET NEW YORK CITY — 
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Goldmuntz Bros. & Co., Inc. 


Importers of Diamonds 
ANNOUNCE 


Their removal from 
608 Fifth Avenue 


630 fifth Avenue 


Rockefeller Center 
New York 


Telephone COlumbus 5-2265 
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RETAIL BUSINESS CENSUS, 1939, 1955, 1929 JEWELRY STORES 


(See page 57 for text referring to this chart.) 


Number of Stores Sales (add 000) 
1939 1935 1929 1939 1935 1929 








ited States | 14,558 | 12,447 | 19,998 564 893 281 


144 128 185 3,412 2,173 136 





Percent change | 








Number or stores Sales 
"39 vs, '35 '39 vs.'29 '39 vs. ‘35 '39 vs. '29 
All Stores +12 +20 +28 - 13 
Jewelry Stores +17 -27 +54 - 33 
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MELEE SHORTAGE BRINGS NEW DESIGN TREND 
(From page 41) 


items makes possible a handsome piece of jewelry at q 
modest price. 

Small diamonds of course are still being used to ep- 
bellish ring mountings, watch cases, and so on, but there 
is a marked tendency, which began to appear several 
months ago, to use fewer and larger ones. One maker 
remarked that those of his rings in which diamonds 
are used for the side stones will have a few 4, 6 or 
8-pointers instead of a larger number of one or two 
point goods. 

In watch cases, too, the same trend is seen. Two 
or three fair-sized diamonds are placed at each end of 
the case instead of paving the entire bezel with small 
melee. And while the stones are fewer, the greater bril- 
liance of their larger size fully compensates for the 
greater number of small ones in decorative effect. Pink 
and natural gold and colored stones are being widely 
used, and some cases achieve exceptionally interesting 
effects through clever arrangements of marquise and 
baguette shapes. 

Yes, the new styles have a decided eye-appeal, and 
offering as they do a freshness of change from the types 
that have been standard for so long, the jeweler who 
takes full advantage of them by promoting them as new 
high-fashion goods should find a ready response to them 
among his customers. 


KNOWING YESTERDAY'S DESIGNS 
(From page 47) 


silver held by the Metropolitan Museum of New York 
almost four years ago. 

During the past year, with world conditions as they 
are, tremendous effort has been made on the part of 
American sources to replace the cut-off supplies of fine 
china and glassware from Europe. This has started to 
result—and will doubtless continue even more encour- 
agingly—in new emphasis and opportunity for Amer- 
ican designers to make their own contribution to these 
important accessory fields, and it is only logical to 
assume that such expressions will be in the modern 
feeling. 

With china, glass and linens acquiring the clean and 
lovely lines, the fresh and interesting effects that can 
be had from Modern design, one may expect that there 
will also be new forms in hollowware and in flatware to 
mark an outstanding Twentieth Century contribution 
to the historic art of the silversmith. 

It is up to the jeweler to play his part, by thoughtful 
sponsorship, dramatization through display and adver- 
tising and sympathetic appreciation in the development 
of a significant Twentieth Century achievement in silver. 





HOW THEY WELCOMED A NEW DARLING 


“Another darling is born!” That’s the start of an 
announcement in script type that was mailed in plain en- 
velopes to Jamestown, N. Y., homes last month. 

With a clever play on names, it went on: 

“G. B. Darling and S. A: Meyer announce the open- 
ing of a second Darling Jewelry Company store at 107 
W. 3rd St., Jamestown, N. Y., Wednesday evening, De- 
cember 4, 1940, 7 to 10 p. m.” 
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CUSTOM TAILORS BOOST BROWN DIAMONDS 
Men’s brown jewelry, as the correct accessory for the 

new “diamond brown” shades the well-dressed man will 

be wearing this spring, is being recommended by 


the Merchant Tailors and Designers’ Association of 


America. 
Style setters for the country’s best dressed men, the 


association is composed of the nation’s leading custom 
tailors. Their selection of choice woolens in ‘diamond 
brown” shades as the predominant fabrics for spring 
offers jewelers an excellent opportunity to tie-in with a 
national publicity campaign and increase the sale of 
men’s diamond jewelry. 

Co-operating with the tailors and designers, major 
hat manufacturers are also arranging to feature the “‘dia- 
mond brown” shades in their spring lines. The style 
objective will be the creation of harmonious ensembles 
of suits, hats, and diamond jewe!ry in varying shades 
of brown. 

Leading custom tailors, who dress the type of men 
who appreciate and can afford good clothes and good 
jewelry, have long advocated dignified elegance in male 
attire. They agree with the jeweler that fine jewelry 
is essential to the well-dressed man. 

“The color and beauty of precious stones lend variety 
and interest to the wardrobe,’ says Ray Twyeffort, 
president of the Merchant Tailors and Designers As- 
sociation and chairman of the association’s Fashion Com- 
mittee. “Diamonds are the most precious and distinctive 
of all gems. They can and should be a part of the well- 
dressed man’s attire. There is a natural affinity between 
the authoritative good taste of really fine jewelry, the 
smart designs of quality woolens, and the distinction of 
expert tailoring. That is why we have decided to empha- 
size the complimentary qualities of brown diamonds as 
an asset to the colorful new brown shades which will pre- 
dominate in custom clothes for men during the next sev- 
eral months.” 

Nation-wide publicity will be focused on the new 
shades and on the smart new masculine brown diamond 
jewelry which is being created to complement them at a 
preview for the country’s leading men’s fashion writers 
in New York the first week in February. The follow- 
ing week the new “diamond browns” will again be the 
center of attention at the Merchant Tailors and De- 
signers annual convention in St. Louis. 

Diamond accessories to be shown will vary from deep, 
coffee-brown rings for daytime wear to pale, cham- 
pagne-colored diamonds for use in evening studs. 
Watches, cuff-links, rings, and dress studs are among 
the items which will be featured with clothes for both 
daytime and evening wear. 

Custom tailors and hat dealers in all leading cities 
are being advised in advance of the association’s plans, 
and will be ready to work with retail jewelers on local 
promotion. Enterprising jewelers should contact them 
now and arrange for mutual window displays the first 
week in February, when publicity on the new “diamond 
browns” will be appearing in newspapers throughout 
the country. 

Attractive windows can be built with bolts of the new 
“diamond brown” woolens, “diamond brown” hats, and 
displays of brown diamonds and men’s diamond jewelry 


of all kinds. 
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ANCIENTS’ JEWELRY LOOKS MODERN 
(From page 54) 


in the clutch of an eagle, the figures of Ganymede are 
solid castings; the youth’s drapery, the wings and taj] 
of the eagle and the palmette are made of beaten 
gold sheets; the feathers of the eagle are incised; each 
leaf is edged with beaded wire, and the fruit is covered 
with granulation. 

The same set includes an open bracelet made of carved 
rock crystal, finished with gold filigree ram’s heads; a 
13-inch necklace of woven gold wire with pendants 
hanging from rosettes; four brooches and an emerald 
ring. 

Another precious set, found on the Hellespont, has q 
diadem, a pair of earrings, a necklace, a ring, a string 
of gold beads, and flowerets with loops at the back for 
attachment to a fabric. The latter might warrant re- 
production at the present time, in view of the present 
popularity of flower jewelry. 

The museum’s collection of jewelry from Etruria, an 
ancient country northwest of the Tiber, in west central 
Italy, which was conquered by the Romans in 283 B.C., 
contains 12 splendid pieces which were found over a 
century ago in the burial chamber of an Etruscan lady, 
This tomb group was only recently acquired by the mu- 
seum and is now exhibited there for the first time. 

These jewels are worked in reddish gold with insets 
of carnelian and glass paste and are in practically as 
perfect condition—and some of them in as high style— 
as though made only the other day. A necklace, per- 
haps the most interesting piece, has siren-shaped clasps 
and 11 elaborate pendants surmounted by women’s 
faces and terminating in the heads of satyrs and 
river-gods. 

Two large discs, decorated on the front with a border 
of: lotos flowers and palmettes and on the back with 
filigree work visible through glass plaques, were worn 
as earrings. 

This Etruscan ensemble, the finest one from the sixth 
and fifth centuries B.C., also includes a warrior’s ring 
with two satyr heads; two rings with engraved scarabs 
on swivels; a ring with an engraved lion; a ring with a 
sphinx and lion in relief, a pin with a bud-shaped head, 
and three fibulae, or ornamented “‘safety-pin” brooches. 


Some of the medieval jewelry shown in the Metro- 
politan Museum’s “The Art of the Jeweler” exhibition 
will be pictured and described in next month’s issue. 
Egyptian jewelry was discussed briefly last month. The 
exhibition will continue until Jan. 26. 





GOOD JEWELRY DESERVES GOOD ADVERTISING 
(From page 43) 


none at all. They describe only a few items at a time. 
They stress a thing that is romantic and has glamor. 
And they depend, for their pulling power, not on a bar- 
gain, but. on something beautiful which the reader can 
own easily and take real pride in. 

Jewelry store advertising can give an impression of 
romance, glamor and beauty, if intelligently handled. 

The Holzman advertisements have all three—in big 
quantities. 
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COLLECTING DELINQUENT ACCOUNTS 
(From page 45) 


“letter” account. If the party can be reached easily, 
the account is given to a collector who is instructed to 
call and discuss the situation and see just what can be 
worked out. If the customer cannot be reached con- 
yeniently by a collector or by phone, it goes into the let- 
ter writing file. And then the fun begins. 

The hardest letter of all to write is a good collection 
letter. It has always been Mr. Leonard’s ambition to 
write a 100 per cent collection letter—that is, a letter 
that will always bring back a check, keep the customer’s 
good will, and bring more sales. Never having found 
that exact combination, he does the next best thing— 
he speaks to each customer in his own language. 

The following letter which went to a baseball player 
and brought in full payment of an account that was 
several months past due is typical of the way Mr. Leon- 
ard individualizes his letters and talks the customer’s 
language. Notice the baseball jargon: 


Dear Mr. 

No doubt you have been very busy with the boys in 
the “hot stove league,” these past few months. But in 
checking through my files I find that your batting aver- 
age is not climbing. In fact, since the season of 1939 
closed, the old average is down to nothing. 

I believe most managers would have benched you 
long before this time and put in some untried rookie, 
but we have decided to give you another chance to pull 
out of the slump. 

The amount yet due is $10 which, incidentally, is your 
balance in full. How about taking out the old fountain 





pen, limbering the old soup bone up a little by writing 
us a check for this amount? It might mean a new con- 
tract and a boost in pay. Anyway, it will make a big 
hit with 
Yours very truly, 
Credit Manager. 


“I do not submit this as a masterpiece,’ says 
Leonard, ‘“‘but it did bring a check for the account in 
full. Why? First, I believe, because it appealed to 
the man’s sense of humor and sense of pride. It struck 
him because the terms were applicable to the business 
in hand—in short, they were terms familiar to him.” 

Now, by way of contrast, read this letter to a railroad 
man. You will observe that there is little outward 
similarity between the two. Yet they are basically the 
same. 


Dear Mr. ————: 


Several weeks back I wrote you a little note, asking 
that you call by the store and talk to me about your 
account here. 

Since you have not done so yet, I can only assume 
that the snow has had you more or less “house broke.” 

Well, now that spring is almost here, the birds are 
singing in the trees once more, and the coal bills are 
reduced to minimum, why not sit down and give this 
old account a little serious consideration? It is quite 
large—$160.40 to be exact—and it is now getting quite 
old. If it were a railroad man and as old accordingly, 
it would have been retired on a pension long before this 
time. In fact, I see you have promised to retire it sev- 
eral times, but it is still on the job. 

Let’s get it off once and for all. You still may retire 
it a little each pay day until it is off for good and a 
new one takes its place. 

If you cannot make a payment at this time, won't 
you come into the store and talk it over with me? I am 
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sure we can work out something that will be mutually 
satisfactory. 
When may I expect you? 


Yours very truly, 
Credit Manager. 


That letter was sent out on February 13. On the 
15th there was a phone call that went something like 
this: 

“This is old man B——. I got your letter. You're 
a darned good collector. I liked that letter. Tell you 
what I'll do. I'll send you 50 bucks the first of the 
month and 50 bucks each month until that bill is paid. 
Is that satisfactory?” 

Personality is the word. It makes sales. It collects 
accounts. Every man has a sensitive spot. The trouble 
comes in locating it and knowing how to hit it. Once 
you do that the rest takes care of itself, provided the 
customer’s intentions are good. But there are some of 
whom that cannot be said and who therefore must be 
handled with a different technique. 

If two or three letters bring no response, the other 
technique is resorted to. 

“Our attorney,’ Leonard explains, “made for us two 
form letters which we copy on his stationery. We list 
them as No. 1 and No. 2. These letters are sprinkled 
with legal phrases and terms, that appear very im- 
pressive, although in reality, the first letter merely asks 
the customer to come in and take care of the account 
to avoid the necessity of legal action. The second makes 
it plain that unless arrangement for payment is made 
at once, legal proceedings will be instituted. 

“Customers passing this up are definitely tough and, 
therefore, deserve rough treatment. But we still have 
one more rabbit to pull out of our hat. This we call the 
F. N. L. A., or ‘final notice before legal action.’ It is 
short and to the point.” 


Dear Sir: 


* Unless you are in the store before 3 P. M. Saturday, 
Jan. 7th, to settle the balance of $8 due on one Bulova 
watch, we shall take proper legal action immediately. 


Yours very truly, 
W. H. Leonard, Jr. 


“This form is sent either special delivery, with a lot 
of 1 cent stamps spread over it to make it look important, 
or registered mail with a return receipt. 

“In the past 12 months we have taken legal action 
on something like 30 accounts,” Leonard concluded. 
“With one or two exceptions we have either collected 
the account in full, arranged a series of regular pay- 
ments, or repossessed the merchandise. 

“How was it done? Through system. So much of 
it is done on printed forms that the office girl could 
almost handle it. Yet it gets results, and that is what 
counts in any league. 

“Every credit store has delinquent accounts, and 
they must be collected. But I still contend that the 
best way to collect a delinquent account is to never let 
it become delinquent.” 


"SKI WATCHES" FOR WINTER SPORTS 


Ben Tipp, Seattle, advertises waterproof, shockproof, 
non-magnetic watches during the winter as ‘“‘ski watches.” 
This neat psychological trick appeals to winter sports 
fans and their gift-giving friends. 
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EXPECT TIMER SHIPMENTS SOON 


USPENDED since Oct. 1, transit of chronographs 

and stop watches from Axis-locked Switzerland to 
the United States last month took a turn for the better. 
At long last, the German consulate in Berne, Switzer- 
land, seemed inclined to issue geleitscheine, or transit 
permits, for the passage of such timepieces through un- 
occupied France, and several American importers expect 
substantial consignments to arrive in mid-January. 

Messages cabled to New York importers indicated that 
these types of watches, which are now in greater demand 
for laboratory and industrial time studies than for timing 
sports, will be released under a quota plan, based on 
the importers’ past purchases. One firm’s Swiss office 
cabled: “Inquiry at the consulate indicated permits seem 
available for chronographs and timers in proportion to 
former year, if America not at war.” Another concern 
was informed that chronographs and stop watches had 
finally been shipped, after nearly two months’ effort. 

On the other hand, other attempts to route chrono- 
graphs and stop watches continued jammed, for one 
firm’s Swiss representatives cabled a day or so before 
Christmas that it was quite impossible to ship them in 
any way and that efforts to obtain transit permits from 
the German consulate had failed, even though the firm 
was ready to guarantee that the goods would be con- 
sumed domestically and not reshipped to Britain. 

Watch importers generally averaged between 15 and 
25 per cent larger sales during 1940 than 1939, with the 
second half of the year accounting for the greater part 
of the gain. Extensive inventories to protect importing 
houses against untoward developments abroad are re- 
flected in import figures for the first nine months of 1940: 
2,410,786 watches and movements valued at $6,837,247, 
as against 1,703,370 valued at $4,713,703 for the same 
period of 1939—increases of 42 per cent in units and of 
46 per cent in dollar value. 

Many thousands of dollars’ worth of Swiss watches 
and movements which had been ordered for the holiday 
trade were delayed between three and five weeks in arriv- 
ing, and the first of them were landed Dec. 23, too late 
The tie-up resulted from a dispute be- 
tween the American Export Lines and Portugal over 
payment for first class and parcel post mail in transit 
from other countries. Sacks of mail accumulated in 
Lisbon, during the dispute in the last two weeks of No- 
vember and the first week in December. 

A Panama freighter, the Calanda, will fly the Swiss 
flag this month from Genoa to New York, with a cargo 
of watches, movements, parts, machinery and other Swiss 
goods, Rohner, Gehrig & Co., shipping agent for the 
Swiss government, announced. 


for Christmas. 


ROCK CRYSTAL HAS LIQUID BUBBLE 

A piece of amber enclosing a tiny quantity of water, 
which has lodged there since the amber hardened 50,- 
000,000 years ago, attracted printed notice following 
the ANRJA convention in New York last summer. 

G. Dale, P.O.B. 1786, Rio de Janeiro, Brazil, writes 
that he has a somewhat similar specimen of rock crystal, 
which, he says, contains a “tiny quantity of water with 
an air bubble, which changes its position as the crystal 
is moved.” 
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The fine craftsmen of Wadsworth rival 
nature itself in perfection of detail—make 
Wadsworth Watch Cases foremost in the 
industry. Since 1889, fine craftsmanship 
has been a tradition—has made 
Wadswerth Wateh Cases first choice 
among those who demand the finest. 


Offices 
New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC., DAYTON, KENTUCKY 
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As the local Emily Post, Virginia Roedel answers ques- 
tions of social etiquette for Central New Yorkers, and, 
incidentally, sells a lot of silverware, china and crystal 
to and for newlyweds. The entrance to the Frederic W. 
Roedel jewelry store, where she runs the "Call Miss 
Virginia" service, is shown at the right. 


EN A. M.—“If parents are not living, who issues 
the invitations and announcements and who gives 
the bride away?” 

11.23 a. m.—“‘Whose initial should be engraved on 
our silver—the bride’s or the bridegroom’s?”’ 

1.15 p. m.—‘‘Please tell me the minimum number of 
silver place-settings a newly married couple should 
have?” 

4.10 p. m.—“‘Perhaps you can advise me how much 
to pay the clergyman?” 

Answering this typical day’s batch of questions from 
brides, mamas, bridgerooms and friends of altar-bound 
couples is part of the “Ask Miss Virginia” service in 
the Frederic W. Roedel jewelry ,store in Utica, N. Y. 
Virginia Roedel, Fred W.’s daughter, originated the 
“Miss Virginia” service idea three years ago when she 
started work in her father’s store after graduating from 
the New York School of Interior Decoration and the 
Phoenix Art Institute. 

Blonde, attractive and just turned 25, “Miss Virginia” 
has not only won friends for Roedel’s, but has influenced 
a whole lot of people in their purchases of silver, china, 
crystal, stationery and wedding gifts. 

“The main idea,” she explained, ‘‘was to help brides 
and bridegrooms pick engagement and wedding rings 
that are tasteful and which they can afford, to help 
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them choose harmonious patterns of silver, crystal and 
china, and to help friends select gifts that the couple 
will need and want. 

“But from this beginning, the service has gone on to 
include the wording of invitations and reception cards, 
the proper use of at home cards, how to answer and 
decline invitations, gift and shower suggestions, the 
engraving of rings, ring ceremonies, pieces to play at 
weddings and what the bridegroom assumes of the 
expense.” 

Questions about stationery are frequent. People call 
up to find out how to word invitations and announce- 
ments, how to address them, when to mail them, whether 
to put a return address on them. Here are some other 
correspondence posers: Should address cards and at 
home cards be enclosed with invitations or announce- 
ments? Are formal wedding announcements obligatory? 
Is it necessary to send announcements to people who 
have received invitations and accepted? 

Details of the wedding service itself are often referred 
to Miss Roedel, such as the best time of day for the 
ceremony, whether a home wedding is as “correct” as 
a church wedding, whether there should be music at a 
home wedding, and what type of formal, semi-formal 
or informal clothing the bridegroom should wear. 

Many times Miss Roedel has been asked to suggest 
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to the bride and her party just what type of costume 
is desirable for the wedding, and although Roedel’s 
hardly has a clothing department, she suggests proper 
attire for any hour of the day. The store lists sug- 
gestions for gifts to the bridal party, some useful, some 
tricky, and a few gadgety for those who have everything 
at their fingertips. 

Rings come in for questions like: Does the girl help 
pick out the engagement and wedding rings? How 
should these rings be marked? What about a double 
ring ceremony? 

Gift-givers frequently want to know whether all wed- 
ding gifts should be sent to the bride, and—this is where 
the “Miss Virginia” service pays off—ask suggestions 
for gifts. Telephoning shoppers have trusted her judg- 
ment in selecting gifts up to $50. 

“One idea which we think every jeweler should use 
is to suggest that the bridegroom present a gift to the 
bride’s mother. It pleases the mother to know that 
her future son-in-law thinks enough of her to give her 
a remembrance.” she went on. 

“Whenever an engagement is anounced we send a 
friendly letter to the bride-to-be giving her our best 
wishes and telling her that if she will come in we will 
be glad to give her a copy of ‘The Bride’s Book.’ This 
little volume is nicely illustrated and provides a record 
for entertainments and showers, the trousseau, gifts, 
guests’ autographs, names of guests, attendants, the mar- 
riage ceremony, the honeymoon, the first home, the tirst 
dinner and the first callers.” 


- When brides-to-be visit Roedel's, in response to an invitation from 
Miss Virginia, they are given "The Bride's Book" to record events 
of the wedding. Typical Roedel advertisements, shown at the 
right, use personalized text in small space; are signed "Virginia." 





> cm 
a srore cote: , poe 


The note that brings many Utica brides into Roedel’s 
is worded in this cordial fashion: 

“My dear Miss ————: 

“May all happiness be yours! And, too, may we be 
among the first to offer our best wishes! 

“As a part of your preparation for this happy occasion, 
may we present you with a brochure, tastefully engraved 
to keep track of presents, guests, and other information 
which in the years to come will be very dear to you? 

“We have such a book waiting. At your convenience, 
come into our store and ask us for it. We know that 
you will be delighted with it, that it will become a source 
of pleasant memory in the happy years to come.” 

“We then find out what silver, crystal and china she 
has chosen, and, if none, we help her select it and 
then keep a record of it. We take her through the 
whole store and note the articles that she needs and 
wants. In this way, when the friends come in we can 
easily suggest gifts that we know she will welcome. 
Keeping a record of all gifts sold avoids duplicates and 
facilitates exchanges later.” 

Membership in half a dozen social organizations, in- 
cluding the city’s two leading musical clubs and the 
chief amateur theatrical group, insures Miss Roedel’s 
personal acquaintance with a fair proportion of the mar- 
riageable young women, who, naturally, avail them- 
selves of the Miss Virginia Brides’ Service when they 
need advice in planning their weddings. 

Advertising, too, keeps the Brides’ Service before the 

(Please turn to page 90) 
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HIS Grand 
Masterpiece of 
Sterling Craftsman- 
ship was created by 
the designer of 
“America’s Finest 
Sterling Patterns.” 
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EALTHY conditions in the U. S. silverware in- 
dustry are demonstrated by the 1939 Census of 
Manufactures. Silverware and plated ware made that 
year were valued at the factory at $59,663,880—an in- 
crease of 10.6 from 1937, when the last previous Manu- 
facturers Census was taken, and within 30 per cent of 
the peak year 1929. 

Flatware production, during 1939, had three times 
the dollar valuation of hollowware. Valued altogether 
at $35,376,779, the flatware consisted of $9,896,923 
worth of sterling, $23,068,733 worth of plated commer- 
cial patterns and $2,411,128 worth of plated hotel 


patterns. 


Silver Production Up 10 Per Cent in Two Years 





All hollowware made in the U. S. during 1939 was 


valued at $10,950,185. 
at $5,263,073, 
$4,666,416 
$1,020,696. 


and plated 


patterns 


It comprised sterling valued 
plated commercial patterns valued at 
hotel 


valued at 


The 1939 Census listed 150 concerns manufacturing 
either sterling om plated ware, 14 more than the num- 


ber eon in the 1937 Census. 


wage earners, 12,105, increased 6 


comparison with the same year. 


The number of 


6.5 per cent from 1937, 
and their wages, $15,304,394, increased 11 per cent in 











SILVER 
MANU - 











1.—S for the 1 and 1' 
(Because they account for a ne e portion of the national output, plants with 
annual production valued at less than $5,000 have been excluded since 1919) 
, Percent of 
1939 1937 increase or 
decrease (~) 
Number of establishments........cseseeesccseees 150 10.3 
Salaried personnel BPoveeve coccccccccccccces oo 1,519 1,887 19.5 
Salaries 1/ 2/....... eocccccccccccoce oo $3,607,027 $3,706,453 2.7 
Wage earners (average . for “the year) ins. seriewe 12,105 " 6.5 
MAE, Movetecsscncecscccseessccessess oe $15,304,394 $13,789,589 1.0 
Cost of materials, supplies, fuel, purchased. 
electric energy, and contract work 2/....... ee $24,787,356 $22,670,313 9.3 
Value of products 2/......ss006 TIL, 56,733,355 10.6 
Value added by manufacture 4/.. $37,983,802 063,042 1.5 


FACTURE 








Lay 


1929-1939 


(IN MILLIONS 


is an 





1/ No data for employees of central administrative offices are included. 

2/ Profits or losses cannot be calculated from the census figures because no data are col- 
lected for certain expense items, such as interest, rent, depreciation, taxes, insurance, and 
advertising. 

3/ The item for wage 
of the year and includes both ful)-time and part-time workers. 
ing the amount of wages by the average number of wage earners should not, therefore, be accepted 
as representing the average wage received by full-time wage earners. 

4/ Value of products less cost of materials, supplies, fuel, purchased electric energy, 
and contract work. — 


age of the numbers reported for the several months 
The quotient obtained by divid- 


























































































fe) “Table 2.—Products Kind and Value and 1 
1939 1937 
1. “Siieweare and Plated Ware" industry, all products, total ; 
We iescsssseescspanessarese® Ceheevebevensee neneeseoses $62,771,158 $56,733,3 
2. Silverware and plated WALC. ceccsccee eeccee 1p IL2y 229 555152, 902 
3. Other products (not classified in this “industry) 5 ee 2,839,458 
4e Scrap and Salable refuse....scscecccsecsveeMreceseees oe 19529 1,580,453 
56 Receipts for contract and repair work.....sse.seeees eee 589,942 
6. Silverware and plated ware made as pinenonend products in 
Other Industries..ccccccccccscccvccccccccccccccccecccccecs e 2/351,651 2,219,778 
50-— — Silverware and plated ware, aggregate value (sum of 2 and 6).... 59,663,880 57 372,680 
Silverware (sterling), total value......... Cee coecovevees ° 17,108,864 17,639,564 
— Flatware (including cutlery).......sesecsseseeeeeeees Py 9,896,923 9,506,202 
Hollow ware 3/sccsssccsecesseees cocccccce eoccce covccce 5,263,073 6,100,017 
z— WOVELTLOS Z/ecccccccccceccccccsccecceccceseesesevesese 706,210 838,347 
eee nserencestes PPYYTTTITITTTT TTT TTT Tre ° 582,122 765,224 
Loving cups and ot! her trophies. occ ceccccceemmeesesoreee 171,482 40,151 
40-— —— — — Ecclesiastical ware......ssssssess saborsbinsteovvescus 212,299 342,026 
Other articles........+. eeeeee Coevecccccccccccecs eves 276,755 47,597 
Electrosilver-plated ware, total value....ssccssseeseseees ° 32,805,668 3h, y 864,654 
i Flatware, hotel patterns (including cutlery)........++ ° 2,411,123 2,641,706 
Flatware, commercial patterns (including cutlery)..... 23,068,733 22,054,893 
Hollow ware, hotel service 3/.......ssssesceeeevees are 1,020,696 1,200,054 
30) Hollow ware, commercial lines 3/........ Soeueseooneee ‘ 4,666,416 6,193,389 
= 7 oT as — = Novelties and toiletware.....ssessseeeses oeccccccccee ° 756,703 1,148,877 
cups and other trophies....... eocccece cocccevce 536,136 6355395 
Ecclesiastical ware...csccessessceeees coccccccccccccce 45,861 607, 
Other articles...ssssseeseeees cara Hceule sees Sesuewenss 345, 382,531 
Nickel silver, not plated, total value..........+ errr 561,938 1,474,822 
Flatware (including cutlery) 376,181 510,218 
Hollow ware 3/. my 320,665 
20-— a — — + —— Other articles. i 2/185,757 0435939 
cio cores ak ciapanntivoeeicr ee chiuensoutccd eeosamewesss 125,462 102, 434 
Other metals, total value....cceseeceeceeeececessseveeenees 45415,690 (4) 
Flatware (including cutlery) 2,890,601 
Hollow ware 3/...sccccssccccccccsccece 518, 386 
MOVOLEIOS 3/occcccccccccssccccccccccccscccvccccccsccecs 229 5486 (4) 
10 4 — — — — boone Toiletware, loving cups, ecclesiastical ware, and 
CEHSP EFELOLES sr vccccccccsccccccceccccevesccccecsecces 777,217 
Other hated WES A se0sscccesveeseccssssrenboncestcneses 4,646,256 } 
Silverware not separately reported or not specified above. --- 3291, 206 
1/ Jewelry, electrical household appliances, etc. 
2/ Incomplete; complete figure will be shown in the final report. 
Not including electrical household appliances. 
1929 19311933, 1935 1937 1939 zy Not called for on schedule, 
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"THis most famous pattern is recognized 
as one of the finest examples of Sterling 
Craftsmanship ever conceived. It is unex- 
celled for dainty openwork, exquisite 
carving and delightful, contrasting, 
sculptural relief. 


—— 
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Almandine: Or almandite, if one fol- 
lows the “ite” ending fashion of the 
day. An iron aluminum garnet 
which is often used as a gem, when 
it has a purplish red color. Also 
a misnomer for violet spinel. The 
name derives from Alabanda. (See 
Alabandine ruby.) 

Alomite: Trade name under which a 
fine deep blue decorative stone, 
sodalite, a sodium aluminum chloro- 
silicate, is marketed. A quarry at 
Bancroft, Ontario, Canada, is occa- 
sionally operated when there is a 
demand. 

Aloxite: Trade name of the Carborun- 
dum Co. for their abrasive alu- 
minum oxide. 

Alum: Aluminum ammonium sulphate, 
used in powdered or lump form, 
dissolved in water, for rusting out 
broken screws, etc., when imbedded 
in watch plates so as not to be me- 
chanically removable. Keeping the 
solution hot speeds up the rusting 
process. Alum is also used for re- 
ducing perspiration of the hands of 
workmen, by rubbing them with a 
lump of alum; or by washing the 
hands in alum solution. 

Alundum: Trade name of the Norton 
Co. for their loose abrasive alu- 
minum oxide. 

Amalgam: An alloy of mercury with 
another metal or metals. Amal- 
gams of gold are used in some 
processes of gold plating. An ex- 
ample of gold amalgamation is the 
common one wherein a piece of 
gold jewelry becomes accidentally 
saturated’ with mercury, which 
makes the gold white and brittle. 
The mercury may be driven out of 
the gold by repeated heating of the 
piece. 

Amaryl: Name given by H. Michel to 
a light green synthetic corundum. 

Amatrix: Or amatrice, the name 
coined for the mixture of green 
variscite with chalcedony and 
quartz, cut cabochon, and mined at 
Stockton, Tooele County, Utah. 
“American matrix” is the origin of 
the name. 

Amause: Local (Mainz, Germany) 
name for lead glass, often known 
as strass. 

Amazonite: Or Amazon stone, a green 
variety of a potash feldspar known 
as microcline and frequently found 
in pegmatite dikes and _ usuallv 
white or pink. Found in Virginia, 








A GLOSSARY OF TRADE TERMS 


This is the second installment of a 
comprehensive dictionary of trade 
and technical terms used in the 
jewelry industry. The first portion 
appeared last month. Succeeding 
sections will be published every 
month in these pages. It will be 
useful to preserve a file of the 
numbers containing the various in- 
stallments. 








Russia, Colorado, Brazil and Mada- 
gascar in abundance, locally else- 
where. An old name, referring to 
the Brazilian deposits. (See bara- 
keth.) 


Amber: A fossil resin. Mineralogists 


have separated many resinous com- 
pounds which may be grouped un- 
der this name. It is the preserved 
gum of coniferous trees and most 
comes from and near the shores of 
the Baltic in East Prussia. Burma. 
Roumania, Sicily, New Jersey, and 
Canada have produced similar 
resins. Often insects which were 
entrapped as the gum exuded have 
been preserved and their shells are 
to be seen in finished pieces of 
amber. 


Amberine: A name said to be applied 


to a yellowish-green moss agate, 
but misleading and undesirable. 


Ambroid: Name applied to amber 


chips and flakes which have been 
pressed under heat to build up a 
solid mass. Also called pressed 
amber. 


American cut brilliant: Name given to 


the modern American type of dia- 
mond cutting which gives the stone 


YY 


Top Bottom Side 


a small table and a high crown, so 
as to make for maximum brilliancy, 
and cut with great care. The crown 
facets are at 34 to 34% deg. from 
the plane of the table. 


American jade: Misnomer for a com- 


pact grass-green variety of vesu- 
vianite, a calcium aluminum silicate, 
occurring in California and also 
known as californite. 


American lathe: A term used in all 
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other countries to describe the type 
of watchmakers’ lathe with hollow 
spindle and split chucks—the “live 


spindle” lathe—to distinguish it 
from the dead-center lathe driven 
by a bow that is still much used 
in other countries. 


American ruby: Misnomer for a gar- 


net. Prefixes of this sort preceding 
the name of a more precious stone, 
such as emerald, ruby or diamond, 
almost without exception indicate 
an attempt to create a demand for 
a less valuable stone by deceiving 
the purchaser into thinking that 
the relationship to the true gem 
is more than superficial. It cannot 
be too strongly decried. 


Amethyst: A purple variety of coarse- 


ly crystallized quartz. The origin 
of the color is unknown. It is a 
popular gem and comes in many 
shades, the deepest, often called 
Russian or Uralian amethyst, be- 
ing the most desirable. Almost all 
amethyst comes from Brazil and 
Uruguay today. (See ahlamah.) 


Amethyst-basaltine: Reddish to pale 


violet beryl. 


Ammonia: A liquid used as an ingre- 


dient of various solutions for clean- 
ing watches and jewelry. The vari- 
ety of ammonia usually meant in 
formulas for cleaning solutions is 
“household ammonia,” a weaker 
solution of ammonia gas in water 
than other commercial ammonias. 


Amorphous: “Without form,” and 


means that there is no regular in- 
ternal arrangement of the mole- 
cules, as opposed to crystalline, in 
which there is such an arrange- 
ment, though fracture or cutting 
may have removed any external in- 
dication of that structure. 


Amphibole: A group of minerals whose 


compositions are related, all being 

complex silicates, and most of 

which have only mineralogical in- 
(Please turn to page 74) 
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THis MASTER CRAFTSMANSHIP 
PATTERN is noted for its massive char- 
acter and skillful chasing. A special hand 
treatment adds a lasting sparkle to its rich 


sculptural relief. 
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terest. White, green, yellow or 
brown nephrite, one of the minerals 
included in jade, is the most impor- 
tant of this group from a gem 
standpoint. Blue crocidolite is an 
asbestos-like member of the group 
which is important because it has 
been replaced by quartz at a local- 
ity in Africa, and the preserved 
fibrous structure shows in _ the 
“tiger-eyes” cut from this material. 
(See pyroxene.) 

Ampul: A small vessel, vial or cruet 
used for containing the consecrated 
oil, wine, or water for the Eu- 
charistic service. 

Amulet: A charm worn by the super- 
stitious to ward off some ill, or ac- 
complish some desired end. 

Anatase: An unusual form of titanium 
oxide, very rarely used as a gem. 
It strongly refracts light, is brown 
to blue in color, and has been found 
in cuttable stones only in the Alps. 
It is questionable if stones of this 
have ever been cut except for col- 
lectors. 

Anchor escapement: A 
term used in Amer- 
ica, to describe the Wi. 
recoil escapement 7A 
used in ordinary fate 
clocks. , 

Ancre escapement: “echappement a’ 
ancre’—a French term in some 
Swiss watch case _ inscriptions, 
meaning lever escapement. 

Andalusite: An interesting aluminum 
silicate which is sometimes cut as 
a gem. It crystallizes in the ortho- 
rhombic system, which means that 
it is referred to three different axes 
at right angles to each other. When 
viewed in these different directions 
it has a pronounced change of 
color, from greenish to yellow to 
reddish brown; this color difference 
shows in gems, which are usually 
emerald cut. It is found in rolled 
pebbles in Brazil and Ceylon. A 
variety known as chiastolite con- 
tains many black impurities which 
are pushed aside into definite posi- 
tions by the growing crystal, re- 
sulting in a pattern of a white cross 
or regularly spaced white areas in 
a black background. It is found in 
many places, Massachusetts, Cali- 
fornia, and Australia among others, 
and is used as a gem locally. The 
name andalusite is sometimes er- 
roneously applied to a brown tour- 
maline. (See also stealite, holespar, 
cross stone and lapis crucifer.) 

Andradite: A calcium-iron garnet; red, 
yellow, brown, green, or black. 
Topazolite is pale green, or brown; 
demantoid a brilliant green and the 
most valuable of the garnet group. 
(See Bobrowka garnet.) 

Anisotropic: Not isotropic, meaning 
that light does not pass through in 
different directions at the same 
speed. Anisotropic substances have 


the property of breaking light up 
into rays vibrating in different di- 
rections and travelling at different 
speeds. Crystalline substances not 
belonging to the cubic system have 
this property. 

Anklet: An ornament of gold or silver 
or other metal, worn on the legs 
above the ankle in the same man- 
ner as the bracelet adorns the arm. 

Annealing: A _ process of heating 
metal which has become compact 
and brittle by hammering, stamp- 
ing or rolling. The heating re- 
moves the brittleness and renders 
the metal soft and malleable, so it 
can be worked. 

Anode: A term used in electroplating 
to denote the positive pole, in an 
acid bath, to which is attached a 
bar of metal which is partly elec- 
tro-deposited on the article to be 
plated. The latter is attached to 
the negative pole, or cathode. 

Anthrax: Greek name for a red stone 
and probably referred to the ruby. 

Anti-oxidizer: Any preparation used 
for preventing formation of an 
oxide scale on work undergoing 
soldering or other heat-treatment. 
For soldering jewelry, many trade- 
marked anti- oxidizers may be 
bought; or a preparation of half- 
and-half boracic acid crystals dis- 
solved in grain alcohol may be 
painted over the work, and allowed 
to dry, before soldering. In heating 
steel for hardening, a coating of 
moistened soap applied before heat- 
ing, is a good anti-oxidizer. 

Antique, antiques: A term derived 
from the Latin meaning ancient. 
Usually used in the plural to indi- 
cate an object of ancient times; in 
an artistic sense, the old, as op- 
posed to the new; in the United 
States an article to be imported as 
an antique must have been made 
prior to the year 1830. 

Antwerp rose: A manner of cutting 
diamonds popular in the 17th Cen- 
tury but now seldom if ever used. 


Cy aan 


SIDE 
It is a rose cut with 12 to 24 facets, 
the upper facets being very flat. 
Also called the Brabant rose. 

Apatite: Calcium phosphate, and five 
on the Moh hardness scale. A 
rarely cut gem, low in brilliancy 
and hardness but often attractive 
in color. Yellow stones are found 
in Mexico, violet in Maine and 
green, blue, gray and brown in 
other localities. (See asparagus 
stone and moroxite.) 

Aphrizite: A local name for black 
tourmaline, more often known as 
schorl. 

Aphroseline: Greek name for adularia, 
meaning the splendor of the moon. 
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Apostle spoon: So called because jt 
has the figure of an apostle and his 
emblem on the handle. Used as 
early as the 16th century, frequent. 
ly as sponsor’s gift at a christen. 
ing. 

Apparent time: Time as shown by a 
sun dial. By this, the days (times 
between “sun-directly-overhead” or 
noons) change in length with the 
seasons, as much as 16 minutes; 
timepieces cannot be built to match 
this, so an average time rate, called 
“mean” solar time is the time 
adopted for ordinary purposes as 
told by watches and clocks. 

Applied border: Metal cast or rolled 
into strips which are soldered to 
an article such as a coffee or tea 
pot or a meat dish. 

Applique’: Ornamental work or en- 
richment made separately and ap- 
plied, fastened or mounted on an- 
other metal. 

Apricotine: A local (Cape May, N. J.) 
name for reddish yellow quartz 
pebbles. 

Apyrite: Name given to peach-bloom 
colored tourmaline; a needless com- 
plication of the nomenclature. 

Aquagem: Trade name for a light blue 
synthetic spinel. 

Aquamarine: Sky-blue to greenish 
blue beryl. Aquamarine chrysolite 
is a misnomer-for a greenish yel- 
low beryl. Aquamarine emerald is 
a trade name for doublets made of 
colorless beryl cemented by green 
glass; none of these are said to be 
on the market. Aquamarine topaz 
is a misnomer for bluish topaz. 
Aquamarine triplet is the same as 
an aquamarine emerald. 

Aqua regia: A mixture of nitric acid 
and hydrochloric acid, used for 
testing high-karat golds by the 
stone-and-needle (touchstone) meth- 
od; and for dissolving gold and plat- 
inum. An average proportion is 
three parts hydrochloric acid and 
one part nitric acid. Care must be 
taken in mixing these acids, to 
avoid damage by splashing; and not 
to breathe the chlorine gas that 
arises. (See Acid Test.) 

Arabesque: Decoration in the Arabian 
style; the features are geometrical 
outlines, flowers, fruits and foliage, 
combined and grouped. 

Arabic: A style of numerals used on 
dials; distinguished principally from 
Roman numerals. (See Roman.) 

Aragonite: A form of calcium carbon- 
ate and an important constituent of 
the pearl. Also widespread as a 
non-gem mineral. Though less com- 
mon than calcite, it is a differently 
crystallized variety of the same 
compound. 

Arbor: A part of a mechanism that 
rotates; or that turns in pivot bear- 
ings while holding something that 
turns, as a pallet arbor, balance 
staff, pinion on a wheel, etc. A stem 
(winding arbor) and a barrel arbor 
are other examples. 

(To be continued) 
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THIS unusual pattern possesses a full- 
formed, hand-wrought quality ‘3rd 
Dimension Beauty” ...a character and 
perfection of craftsmanship that cannot 
be duplicated for several times its cost. 


.- 
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® From the collection of 14K gold bracelet watches shown 
by Carol Jewelry Co., 10 W. 47th St., New York. Avail- 


able in two-tone, natural and rose gold. Perry movement. 


® Sentinel, Hamilton's new 
sweep second strap watch, 
has an unusual second-set- 
ting feature designed espe- 
cially for doctors, radio men, 
research engineers and others 
who use split-seconds. $42.50. 


® The Duenna manicure set by Bar- 
bara Bates, 366 Fifth Ave., New York, 
comes in brown or blue bengaline with 
champagne moire lining and gold 
plated, engraved accessories. $10. 


® Thumbs Up!, the British sol- 
diers' sign of cheer and courage, 
executed in rolled gold plate, 
diamond melee, and a 7-jewel 
watch by the Wyler Watch 
Co., New York. $18.50, retail. 
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© The Jubilee automatic table grill sells for $9.95; in 
combination with waffle baker and frying pan, $12.95. 
Cover signal light glows when current is on; goes out 
when device shuts current off. Manning, Bowman & Co. 


© One of the attractive new "Easy- 
to See" thermometers offered this sea- 
son by Precision Products Co., Wal- 
tham, Mass. $1.95. Other styles for 
desk, indoors and outdoors. $1 to $3. 


® Jeweled Grip - Tooth 
hair ornaments, styled 
by Diadem, Inc., Leo- 
minster, Mass., make 
brilliant accents for for- 
mal coiffures. The base 
is constructed with each 
tooth split, exerting 
gentle tension in the hair. 
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(Che Grande Baroque pattern of 
Wallace Sterling will be advertised 
appropriately in the leading Class 
magazines. Consumer literature and 
display fixtures are in keeping with 
the high character of the pattern. 
And the entire promotion is designed 
in a manner that will enhance the 
prestige of America’s finest jewelers. 


Grande Baroque Sterling flatware is complemented by glorious matching 
pieces in both Sterling and plated hollow ware. Write Wallace Silversmiths 
or ask your Wallace Representative. 








THE JEWELERS’ CIRCULAR-KEYSTONE 83 
for January, 1941 








They’re New! 











© Brown Betty cas- 
serole, made by Eve- 
redy Co., Frederick, 
Md., combines an 
oven-proof earthen- 
ware dish with a ser- 
rated base and cover 
of polished chrome. 
The family - size dish 
holds two quarts 
of savory baking. 








© Forstner introduces a new note in the popular 

Komfit watch band—featuring aviation insignia, 

regular and naval, on the shield. Two qualities 
retail at $4 and $9. 





® Remembrance ring 
has monogram or mili- 
tary insignia on the 
top, and contains a 
locket for the photo- 
graph of some loved 
one. Made in heavy 
10-korat gold by 
Baden & Foss, Inc., 64 
Nassau St., N. Y. C. 
$15 up. 


® Waltham Premier's 
new presentation 
watch, the Hubbard, 
has a 21-jewel move- 
ment, 14-karat red 
gold case, 13 rubies 
set in gold on the 
dial, and red calf- 
skin strap. Also in 
yellow gold with 13 
sapphires. $100. 








® Authentic insignia of all branches of 
the service distinguish the new line of 
dignified military rings made in ster- 
ling, gold plate over silver, and karat 
gold, by the Military Ring Mfg. Co., 
Los Angeles. They are priced $2 up. 





® Bridal ensemble combining nine 
three-point diamonds with 10 per cent 
iridium platinum, two-tone or white 
gold, from the new line of Sacks & 
Perry, Inc., 62 W. 47th St., New York. 
Center stone not included. 


©The Ingersoll Warrior, introduced 
Jan. | by Ingersoll Waterbury Co., 
has full luminous dial figures and 
hands, plus o sweep-second hand. 
Case, dial, strap, olive drab. $4.95. 
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Every manufacturer of salt and pepper shakers 
has had equal opportunity to improve or rede- 
sign the standard 50-year-old construction of 
every shaker ever made. 


The opportunity was there—apparently the abil- 
ity was not—that is, not until the Quaker Silver 
Company of North Attleboro, 
vine anaaiaialii Mass., took hold of the situation 
‘an ce ow and brought out the only origi- 
nal shaker idea in fifty years. 





Nation-wide acceptance of the new Quaker 
shakers and the attempts to imitate them are suf- 
ficient endorsement of this 
Company’s creative ability. 





700/3 VENETIAN 
Fern Design 
Retail $2.50 per set 


Quaker is duly impressed by these imitations, 
but takes this opportunity to notify the trade that 
only merchandisers of genuine Quaker shakers 
can freely and conscientiously exhibit and dem- 
onstrate shakers covered by U. S. Patent Num- 


ber 2026738. 


wee QUAKER SILVER Co& 


Grape Design 
Hand Cut Crystal 


Retail $4.00 per set NORTH ATTLEBORO —~ MASSACHUSETTS 
“The Gleam of Crystal—The Charm of Sterling” 
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THINK OF THE 
DOLLARS 


tied up in your bench sweeps, 





polishings, filings, washings— 


OLD GOLD 
SILVER | 
PLATINUM 


filled cases, spectacles, 
plated scrap. 





It is worth considerable and 

should be sent to a refiner quali- 

fied, capable, and well regarded 
in the trade. 


WE ARE ABLE 


to serve you well and a trial 
shipment will prove that it pays 
to ship direct to 
: H O 
/Yeecious Meta 
CHICAGO 


M 


S J. 
oO. 
a 


DOWNTOWN CLO GOLO 
ANDO SALES OFFICE 
5S —. WASH 


,ENE L OFFICES 
AND PLANT 
300 W RINZit 











NGTON ST. 
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U.H.A.A. LAUNCHES EDUCATIONAL PROGRAM 

Refusing to accept blindly, just because they are 
generally accepted, the traditional beliefs as to the edu- 
cational needs of the watchmaker, the United Horologi- 
cal Association of America has had the courage to ap- 
proach the problem from an entirely new point of view, 
From the enthusiastic response which has met the pro- 
gram now being started this new idea seems to be filling 
a real need that has long existed without its being 
realized. 

With the thought that many among even actively prac- 
ticing watchmakers would welcome an opportunity to in- 
crease their manual skill in the use of their tusile as 
well as their theoretical knowledge, officials of the 





Watchmakers "at school" in Denver 


U.H.A.A. decided to formulate and offer to men already 
working at the bench a program that would take them 
under expert supervision through exactly the same steps 
as though they were just beginning the study of watch- 
making. 

At. first glance, it might appear a bit superfluous to 
drill actual working watchmakers in such elementary 
things as the correct use of the file, yet according to 
Orville Hagans, national executive secretary, who ap- 
pears at the extreme right of the accompanying photo- 
graph of the third session of a class on this one subject, 
the men are keenly enthusiastic about the improvement 
they feel they are making in their ability in this im- 
portant operation and show remarkable patience, dili- 
gence and persistence on even this ““beginner’s’” work. 

This picture was taken in the rooms of the Denver 
Guild, home of the national headquarters of the associa- 
tion, where the new program received its initial try-out. 
As a result of the enthusiastic welcome it has received, 
it will be extended as rapidly as possible to the rest 
of the 142 guilds comprising the organization, 

Mr. Hagans writes: 

“Note that this activity is not contined to the begin- 
ner. We have young men who have just turned into 
their twenties; others who are entering their seventies. 
We have, sitting at the benches, the highest salaried 
watchmakers in Colorado, also the lowest. We have 
Japanese. We also have a service man who is teach- 
ing bombsight and aeronautical work at the Lowry air- 
port, and who has been a watchmaker himself for several 
years. 

“Can you imagine what this will mean to the industry 
when our entire 142 units provide instruction?” 
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HONESTY is nota virtue 


... itis good business! | | 
FOR OVER 40 YEARS J. B. COOPER & | 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 


COOPER’S POLICY of fairness and ac- 
curacy continues unchanged. . . always | 
making new friends. | 

| 








{ony B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N. Y.| 





Our Reputation Is Our Success 








ARE YOU IN STEP? 


46%, more students have enrolled in our mail 
courses than at any previous period in our history. 
More students have been working—more jewelers 
have been talking about the benefits received. 


Keep up with the times—don't be left behind. Learn 
these new scientific facts and valuable new sales 
aids for yourself. They'll pay you dividends for the 


remainder of your business career. 


Courses in diamonds, other gems, metals, silverware 


and jewelry; selling; merchandising; and advanced 





gemology. 


BEST TIME TO START—JANUARY OR | 
FEBRUARY 


Therefore, inquire today from 


AMERICAN GEMOLOGICAL INSTITUTE 
GEM SOCIETY OF AMERICA 


541 South Alexandria, Los Angeles 




















The season for awarding ~ 
Sports Trophies is here— 
Football — Track — Skiing—. - 
Bowling — Basketball — Bad- 
minton—Tennis—Golf, etc. 
Fisher makes what is prob- 
ably the widest range of 
sports charms on the market. 
Your Wholesaler will gladly 
show samples of the Fisher 
Line in 14k and 10k gold; 
1/10 and 1/20 10k Gold 
Filled, Sterling and Rolled 
Gold Plate. 


Send for illustrated Price List. 


J. M. FISHER CO. 
ATTLEBORO, MASS. 















“THE FISHER LINE” 
J.M.F.CO. 








. 
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The ALTON watch has fulfilled its promise. It has 
demonstrated to thousands of users that the ALTON 
represents better value and higher quality in each 
price range. 

Every watch is cased, timed and rigidly inspected in 
our own shops. Each watch comes to you in a spe- 
cially designed beautiful gift box. 


You can offer these dependable new ALTON watches 
to your customers with every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 


AL 


~ 
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The above watches are three of nearly 50 new models 
added to the ALTON line and illustrated in our 1940- 
1941 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 


Weksler & Goodman. Ine. 


Distributors of Keystone. Star. Belove, and 
I.D. Watch Cases 


3 South 


Wabash Ave. 


Chicago 


Illinois 


@ 
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thousands of miles by pack-train, river, boat, ocean 
steamer and rail to the little town in old Virginia, 

Stultz found the trouble to be that several teeth were 
missing from the spring barrel. These were replaced, 
the clock cleaned and oiled, and the package is now on 
its long return journey to Central Africa. 

One of the notes that was sent in payment is repro- 
duced here. When the original is held to the light, an 
elephant’s head appears in the white circle—an identi- 
fying mark like the silk thread in our own paper money, 

Stultz thinks that this beats the long distance watch 
repair incident reported on page 39 of our April 1940 
issue, and wonders if any other reader can top this one. 


THE SAME STORE—BUT HOW DIFFERENT! 


Believe it or not, these two photographs were taken 
from the same spot in the same store—one before mod- 
ernization, and one after. The store is the Shirk Jewelry 
Co., at Springfield, Mo. 

Designed not merely for general appearance, but as 
an efficient, successful tool, notice how much more 
effectively the new interior focuses the customer’s at- 





tention upon the merchandise with its brilliant yet glare- 
less lighting, and its freedom from eye-distracting dark 
and ornate fixtures. 

The floor cases used in this installation are the new 
Columbus Extruded Metal frame display cases equipped 
with fluorescent lights in continuous trough reflectors. 
The reflectors are of bronze to match the framework of 
the cases. 

The wall cases have frameless plate glass side sliding 
doors and are also lighted from the ends by fluorescent 
tubes. Notice the block letters on the tops of these 
wall cases which fit into grooved channels and are inter- 
changeable so that words can be changed as desired. 

The finish used on the cases is blond oak with a fea- 
ture stripe on the floor cases of burgundy oak. Pilasters 
on the wall cases also carry out the burgundy oak trim- 
ming. The rear wall partition is of Celotex as well as 
the ceiling which, of course, was installed locally. The 
floor covering is of linotile in tan and brown. 

Notice the cashier and repair desks in the rear, which 
also carry out the burgundy oak feature stripe and 
which were specially designed by the Columbus Show 
Case Co. for this installation. 
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1941—GREETINGS—1941 


During the year Benj. Allen & Co. will continue 
to serve jewelers, and jewelers only, as they 
have for more than 70 years. 





In our 1941 catalogue will be found the newest 
jewelry merchandise from leading manufactur- 
ers, representing every department of your 
store. Use it to fill in and freshen up your 
depleted stock. 


If you use the B. A. & Co. catalogue you need 
never miss a sale. 


With appreciation and best wishes. 


BENJ. ALLEN & CO., INC. 


SILVERSMITHS BLDG. 
10 SO. WABASH AVE. CHICAGO, ILL. 


SILVER 


FOR SILVERSMITHS 











FINE SILVER ANODES AND 
GRANULATED SILVER 999.5+ 


STERLING AND COIN SILVER: 
BARS, SHEET, WIRE, CIRCLES, 
BLANKS, STRIP, OVALS, ETC. 


WIDTHS TO 28 INCHES, 
ANY LENGTH 


SILVER BRAZING ALLOYS 
FLUXES 








PLATINUM AND THE 
PLATINUM METALS 


The American Platinum Works 
Newark EST.W/) 1875 New Jersey 


REFINERS — MANUFACTURERS 
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TO TAKE ORDERS 
for MILITARY RINGS 


In Silver: 
$2.00 to $2.50 
KEYSTONE 


(Patents 
Pending) 


MEET THE DEMAND FOR MILITARY RINGS 
from the millions of men and women 
rapidly becoming connected with our 
National Defense Program. 





Here are three brand-new numbers— 
so new they are not yet in your whole- 
saler's hands. Note the dignity of de- 
sign and deep, clean-cut detail. These 
massive rings are made in sterling sil- 
ver, 14 KT gold on silver and solid 
gold, with the insignia of all branches 
of the ARMY—NAVY—AIR SERVICE 


FOR THE COLONEL'S LADY, TOO! 


You'll also want to carry the ladies’ 
sizes in these attractive Military Rings. 


Sold through wholesalers only. Write Dept. M for 
full particulars, giving your wholesaler’s name. 


MILITARY RING MFG. 
COMPANY 


424 So. Broadway — _ Los Angeles, Calif. 
(MEMO SAMPLES SENT TO WHOLESALERS) 











EE RE et RRR 5 LENE ET a 
90 






COSTUME JEWELRY MANUFACTURE AT HIGH Levey 


Although production in most industries during 1939 
declined substantially from 1937, costume jewelry was 
a notable exception. 

Costume jewelry made during 1939 was valued, at 
factories, at $33,921,990, an increase of 13.3 per cent 
from the 1937 valuation of $29,928,567. The two-year 
period produced an increase of 20.4 per cent in the 
number of establishments manufacturing costume jewelry 
—289 factories in 1939 compared to 240 in 1937, 

The industry, in 1939, employed a salaried personne] 
of 1227, who earned $2,686,909, and an average of 10,808 
full-time and part-time workers, who earned $8,754,638, 
In 1937, there were a salaried personnel of 1154, paid 
$2,418,741 and 10,165 workers paid $9,338,685. 

These figures are from the 1939 Census of Manv- 
factures. 


WHY UTICA "CALLS MISS VIRGINIA" 
(From page 68) 


public. All the stores’ advertisements in newspapers, 
concert programs, school papers and professional maga- 
zines during the last year have been of the personal- 
letter type, signed “Miss Virginia,” to bring the store 
closer to the public. Some of the ads pose questions 
of social usage connected with a wedding—choices which 
must be decided correctly if the event is to function 
smoothly—and conclude with “Call Miss Virginia!” and 
the phone and address of Roedell’s, where the ‘answer 
woman” can be reached. 

Without positive results on the sales ledger, the “Ask 
Miss Virginia” plan would rank only as community 
service, like a specialized reference department in a 
public library, or a local free-for-the-asking Emily Post. 
But it builds sales as well as friends, and has been in- 
strumental in developing a wider inventory. For in- 
stance, the crystal department numbered only six pat- 
terns two years ago and now it has 20. 

“Much good will has resulted,’ the Miss Virginia of 
the service says. Many new customers are on our mail- 
ing list. Our sales are steadily increasing.” 


HOLDING THE JANUARY CLEARANCE 
(From page 39) 


able to maintain a remarkably high average markup dur- 
ing clearance sales, with little credit risk. 

Three extra employees, paid a minimum and com- 
mission over, are employed for the sale. 

Interior display consists of a score of posters marked 
simply “Clearance Sale’ with the name of the depart- 
ment indicated. All case tops and a number of small 
auxiliary tables are likewise brought into play for small 
items. 

Finally, in promotion, Hess-Culbertson uses 25 radio 
one-minute spot announcements, as reminders, which ac- 
centuate the newspaper ads considerably. Advertising 
costs are figured at 5 per cent of the gross sales volume. 





Here is a new way to display silverware. Alt- 
man’s of New York City set sandwich boards upright 
on display tables, with the flatware clipped to the sand- 
wich boards instead of being laid flat on the table near 
the dishes and glassware. 
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Books. that will 


help your business.. 






| a group of books written in an 
interesting, instructive and authoritative manner on 
such pertinent subjects as gems, watches, clocks, silver- 
ware, jewelry making and repairing, engraving, plating 
and enameling. 


All prices net—no accounts opened for book purchases. 


No books sent on approval. Prices subject to change without notice. 


For the Gem Expert, Connoisseur and Student of Gemology 


@ GEM STONES (NEW EDITION) G. F. Herbert Smith $4.00 
@ DIAMONDS Frank B. Wade $2.00 
@ DICTIONARY OF GEMS R. J. Rogers $1.50 
@e GEMS AND GEM MATERIALS Drs. Kraus & Slawson $3.50 
@ GETTING ACQUAINTED WITH MINERALS — George L. English $2.50 
@ HANDBOOK FOR THE AMATEUR LAPIDARY J. H. Howard $2.00 
@ PEARLS W. J. Dakin $1.00 
@ STORY OF THE GEMS H. P. Whitlock $3.50 
@ TEXT BOOK OF PRECIOUS STONES Frank B. Wade $2.50 
@ A KEY TO PRECIOUS STONES L. J. Spencer $2.75 
@ PRECIOUS and SEMI-PRECIOUS STONES Michael Weinstein $3.00 
@ THE STORY OF DE BEERS H. A. Chilvers $6.00 
For the Skilled Watch and Clock Maker, the Apprentice and Student 
@ CLOCKS AND WATCHES G. L. Overton $1.25 
@ JUNIOR WATCHMAKER A. Gideon Thisell $3.00 
@ MODERN ELECTRIC CLOCKS S. F. Philpott $2.75 
@ MODERN METHODS IN HOROLOGY Grant Hood 32.50 
@ PRACTICAL BALANCE AND HAIRSPRING WORK W. J. Kleinle:n $3.59 
@ RULES & PRACTICE FOR ADJUSTING WATCHES W. J. Kleinlein $3.50 
@ MODERN METHODS IN WATCH ADJUSTING JHarold Caleb Kelly $2.65 
@ WITH THE WATCHMAKER AT THE BENCH [hird Edition Donald de Carle $3.00 
@ THE WATCH & CLOCKMAKER’S HANDBOOK, Late Frederick J. Britten $2.65 
DICTIONARY AND GUIDE 14th edition revised $6.00 
@ MODERN WATCH REPAIRING AND ADJUSTING _ Second Edition E. Borer $2.25 
@ MODERN CLOCKS—THEIR DESIGN AND MAINTENANCE 7. &. Robinson — $2.25 
@ PRACTICAL BENCHWORK FOR HOROLOGISTS Louis and Samuel Levin $5.00 
@ KEYSTONE WATCH REPAIR RECORD BOOK $2.00 
For the Jewelry Repairer, Engraver, Plater and Enameler 
@ JEWELRY REPAIRERS’ HANDBOOK J. G. Keplinger $1.25 
@ JEWELRY, GEM CUTTING AND METALCRAFT _ ¥. 7. Baster $2.50 
@ REFINING PRECIOUS METAL WASTES C. M. Hoke $5.00 
@ SHORT COURSE IN ENGRAVING FOR JEWELERS _ William Kassel $ .50 
@ ART MONOGRAMS AND LETTERING (PAPER COVER) J. M. Bergling —— $2.00 
@ METALCRAFT AND JEWELRY Emil F. Kronquist $2.25 
@ TESTING PRECIOUS METALS WITH THE TOUCHSTONE ©. ™. Hoke $1.00 
@ MODERN ELECTROPLATER Kenneth M. Coggeshall $3.00 
@ ENAMELLING ON METAL Louis-Elie Millenet $2.00 
@ PREPARATION OF PRECIOUS AND OTHER METAL 
WORK FOR ENAMELLING H. deKoningh $1.50 
On Silver for the Jeweler, Collector and Antiquarian 
@ THE STERLING FLATWARE PATTERN INDEX With Binder 415.00 


Without Binder $10.00 
@ MARKS OF EARLY AMERICAN SILVERSMITHS WITH NOTES 
ON SILVER SPOON TYPES AND LIST OF NEW YORK SILVER- 











SMITHS (1815-1841) 8y the late Ernest M. Currier $16.50 
@ ENGLISH SILVER (1675-1825) Stephen G. C. Ensko and Edward Wenham $2.50 
@ OLD SILVER, ENGLISH, AMERICAN AND FOREIGN ss. B. Wyler $2.75 
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A Golden New Year 


In Art and Giftwares 


NFLATED buying power born of the national re- 

armament program and attending expansion re- 
echoed almost too lustily, gift and art houses report, in 
Christmas ordering which taxed already sorely tried 
production lines to the near-breaking point. 

What of the new year? Will it be a continuing good 
one for gift selling? On all hands it is agreed that this 
new buying power will continue for the duration of the 
rearmament program, certainly through 1941. Giftware 
production problems are nearly solved, facilities ex- 
panded. Where fine imported merchandise was unob- 
tainable in 1940, the new year holds forth not only 
American merchandise faithfully reproduced, but a veri- 
table treasure trove. of distinctively new and wholly 
American lines, from the hands of a galaxy of highly 
talented artists and designers in wood, glass and 
ceramics. 

It is conceded that much of the new buying power will 
continue to expend itself in the “luxury” market, pat- 
ently the realm of the jeweler. What will be his activity, 
then; how much of this broadened buying power will he 
absorb through added sales in his establishment? 

Certainly he will see activity in his traditional stock- 
in-trade, diamonds, watches and the like. But will he 
transmit some of this buying power into other diversified 
merchandise, quality gift and artware, which so ob- 
viously falls within the framework of a luxury market? 
If he has already joined the rapidly widening front of 
jewelers now active in this field, will he stock wisely, 
sell carefully, and treat his new gift and art department 


righted. 
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"Stag's Head"—American achievement in fine art. From the 
premier ceramics collection executed in America by Gold- 
scheider. Colors: chartreuse or plum. All models copy- 
Alexander Aderer, 225 Fifth <Ave.. New York. 


-_ SS — 


By J. RICHARD IANDER 





Grace with a festive note for the dinner table. "Concord" pure 
lead crystal, decoratively useful. Sugar and creamer, $15; 
handled nappy, $4. J. H. Venon, Inc., 212 Fifth Ave., New York. 





Twelve flowers furnish 12 varied center motifs for these 
new speckled, gunpowder blue, gold edged service 
plates by "Spode." Copeland & Thompson, Inc., N. Y.C. 


"St. Regis" translu- 
cent porcelain— 
American reproduc- 
tion of fine old im- 
portations; pastel 
Watteau decora- 
tion; gold trimmed. 
Height, 11"; $30 per 
pair, retail. Others, 
8" high, $15 per pair, 
retail. Ebeling & 
Reuss, Inc., 225 Fifth 
Ave., New York, N. Y. 
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Good buyers interested in covering their entire 
markets in the shortest possible time place these 


best sellers at the top of their “must” list. 


These shows are backed up by years of successful 
- operation. They bring the cream of the world’s 


markets before you under a single roof. They en- 


‘_ eee able keen buyers to discover the latest trends . . 


to compare . . . to select the newest and most salable 
In response to numerous requests 
we present a “first edition” to this items for their trade. 
list of best sellers. The Pittsburgh 
Gift Show, at the Hotel William Penn Plan now to attend at least one of these great 
March 31st to April 4th, will give 
buyers of this area an unusual oppor- 


tunity to shop America’s leading lines. of valuable time! 


shows. You’ll find that you can actually save days 


Directed by GEORGE F. LITTLE MANAGEMENT, INC. 


220 Fifth Avenue, New York 
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Reproduction of colorful lron- 
stone Staffordshire jugs com- 
bining brown, green and navy 
blue with gold lustre overlay. 
Imported from England. Four 
sizes, 4!/2 to 6"; $4 to $5.25, re- 
tail. S. P. Skinner Co., Inc., 225 
Fifth Ave., N. Y. 


Quaint and characterful wood figures, hand 

carved and decorated by Swiss craftsmen. 

$1.95 each, retail. G. A. Westphal & Co., 
Inc., 215 Fifth Ave., New York. 


as he would his young son, not as a shift-for-yourself 
sideline? 

There are no better merchandisers for their wares, say 
gift and art houses, than jewelers. There are reasons. 
The jeweler has a standing, reputation and a good name, 
more often than not above fellow merchantmen of his 
community. He takes pride in what he stocks and how 
he sells. If his turnover is not the most rapid in spots, 
it is far steadier than that of other retail giftware out- 
lets. His clients stay “sold”; as a “repeat orderer” he 
is unexcelled. Also, the jeweler has little trouble estab- 
lishing himself in the gift and art field. He has the 
structure of a long-standing institution on which to build. 
All that he need do is exercise care that he maintains a 
quality in his gift department that parallels the other 
departments of his store. All the while he will school 
himself to the observation and interpretation of his 
clients’ tastes. He will serve not only as provider to 
their gift wants, but as counselor in decorative home 
accessories as well. 

Knowledge of merchandise and of current tastes is 
necessary. No greater opportunity nor mass of informa. 
tion is offered than in the gift shows. A whole new 
calendar of them is just ahead: the Chicago show, Feb. 
3 to 14; the New York show, Feb. 24 to 28; Boston, 
March 10 to 14; Philadelphia, March 24 to 27; Pitts- 
burgh, March 31 to April 4. This new year, 1941, is a 
“gift” year, and rising attendance figures for jewelers 
means only one thing—there’s gold in “them thar’ ” 
gifts. 













Revived Victorian Blue Glass, fired-on 
white enamel decorations. Made and 
hand-decorated in America by craftsmen 
from Europe. Retail price range, $1.50 to 
$2 each. Howard G. Selden, Inc., 225 
Fifth Ave., New York. 
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Spirited action of winter sports, distinctly 
illustrated in deeply carved hiballs. Set 
of eight, $12, retail. Enright-LeCarboulec, 
Inc., 160 Fifth Ave., New York. 
































Hand-crafted Everlast drinking set, 

Vacuum ice bucket keeps cubes 20 

hours; tray holds 12 glasses. $19.50 

retail. Everlast Metal Products Corp., 
225 Fifth Ave., New York. 
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Holiday Sales Largest Since ” 


Jewelers’ Christmas Business CALENDAR OF COMING EVENTS 
Averages 25 Per Cent Increase; JANUARY 


1941 Sales Show High Promise 3-7 Third Mid-West Market Week, National Hote! Sherman Chicago 





_ epee 

















Wholesale Jewelers Asso. 
4 Chicago Jewelers Association banquet 


rae . ae It Cincinnati Wholesale Jewelers & Manu- 
Until all of the figures are in and the facturers banquet 


final totals compiled, which will not be 11 Cincinnati Guild, Ohio Watchmakers 
for another 30 days, exact statistics of Association, dinner-dance 


Stevens Hotel 


the nation’s retail jewelry, trade for the 18 24-Karat Club banquet Waldorf-Astoria New York 
Christmas season of 1940 cannot be given, FEBRUARY 
but from present indications it will un- : . 
questionably be the biggest year for jew- oo Re ae 
elers since 1929, and in number of indi- 10-11 Northeastern Regional ANRJA conven- = Hote! Statler Boston 
vidual sales, if not in dollar volume, may tion 
even approach that record-breaking year. 22 Horological Society of New York dinner- Concennt Grove, Park 
The annual survey of Christmas busi- 24-28 New York Gift Show Hotel Pentevtvesia 
ness in the jewelry trade which Tue 
Jeweters’ Crrcuar-Kerystone conducts, MARCH 
each year, shows jeweler after jeweler 2 Executive Board of R.J.A.'s of Greater Hotel Astor 
reporting tremendous increases over his New York Banquet ilies ali seis 
business of dy ow aes which had already on Divicton’ ASS —_ roe se Hotel ak N. J 
set a new high-water mark for several 10-14 Boston Gift Show Hotel Statler 
years past. 17-19 California R.J.A. Convention, San Jose, 
Best of all, the bulk of the reports Cal. 
indicated that while 1940, as a whole, had boy Philedetghie Gift Show — —_ Franklin Fort Worth 
shown a healthy gain over the preceding 30-2 Southeastern Regional ANRJA conven- Hotel Ansley Atlanta, Ga. 
year, the rate of gain is accelerating and tion = bs 
Christmas business shows an even larger 31-4 Pittsburgh Gift Show Hotel William Penn 
proportion of increase in volume than APRIL 
does the year when taken as a whole. , i i 
Such figures as a 20 ae cent to 25 per 30.21 person My convention Hotel Yancey yp yor 
cent of increase for the year, with a 40 20-22 North Carolina & Virginia R.J.A. joint Greensboro, N. C. 


convention 
20-22 Arkansas R.J.A. convention 
27-29 Florida R.J.A. convention 


per cent to 50 per cent increase in Christ- 


mas volume are reflected by store after Little Rock, Ark. 


Jacksonville 





store, and while in some instances the JUNE 
rate of gain was about the same for both, 
hardly a store out of the hundreds oe nee ee. omens oe 
chock : me : 5-16 Missouri Horological Society edalia, Mo. 
ed went contrary to the general 22-24 United Horological Association con- Duluth, Minn. 
trend of mounting sales. vention 
Based upon questionnaires and _inter- AUGUST 
views with stores of all types and sizes, 
i 24-28 ANRJA-NACJ Combined Trade Show 


from every part of the country, it seems Hetel Sherer Chlenge 


a reasonable estimate that the year’s busi- 
hess, as a whole, will show at least a 15 
per cent to 20 per cent increase over 
1939, and that Christmas volume is at 
least 25 per cent better. 

In reply to the question as to which 
Classes of goods had contributed most 


and conventions 











worth of jewelry and the arrest of the 
men who held up three employees of the 
Traub Bros. & Co. jewelry store, Detroit, 
at 7:45 a.m. on Nov. 22. 


near future outlook of the jewelry trade. 

Just a year ago, we said—“Unques- 
tionably, the jewelry trade is on the 
threshhold of an era of greater pros- 


to the improvement, diamonds and 
watches were mentioned in almost every 
case as heading the list. ; 

Fully 50 per cent replied that they 
had observed a marked tendency toward 
the purchase of the better, more expen- 
Sive items in all kinds of classifications, 
especially silver, diamonds and watches. 
Quite obviously, John Q. Public is not 
hoarding the contents of his recently 
fattened pay roll but is indulging the 
long pent up desires for the niceties of 
living—a trend that augurs well for the 
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perity than we have seen in many a year 
and those alert, enterprising jewelers 
who pursue an intelligent, vigorous mer- 
chandising program can look forward 
confidently to a profitable 1940.” 

That prophesy has certainly come true 
beyond the shadow of a doubt and we 
know of no better forecast for the coming 
year than to repeat the prediction. 


$12,000 Rewards Offered 


Rewards totaling $12,000 have been of- 
fered for the recovery of some $100,000 
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The two armed bandits, one of whom 
was dressed as a Western Union messen- 
ger, used a short wave radio, tuned to 
police call, during the hold-up, 

The hold-up took more than 45 min. 
from the time the janitor arrived and 
was forced, at the point of a gun, to 
open the store for the thugs. When John 
F. Hering, a member of the firm, entered 
the store a few minutes later he was 
slugged with the butt of a revolver and 
then was forced to open the vault. 

The loot consisted of a great variety 
of gem-set rings and other jewelry. 





All Interests Are Invited 
To California Convention 


Efforts are being made to make the 
annual convention of the California 
Jewelers Association, to be held at San 
Jose, March 17 to 19, a gathering for 
the various elements of the trade. The 
Horological Society of the state will hold 
its annual session at this time, and an 
effort is being made to get the wholesal- 
ers of California to meet in San Jose at 
the same time. 

On Monday there will be a golf tour- 
nament at the San Jose Country Club 
open to retailers, wholesalers and watch 
men. In the evening there will be a stag 
dinner and another dinner for the wives 
and ladies of the jewelry trade, spon- 
sored by the San Jose jewelers. 

During the business sessions the next 
day the ladies will be taken on a tour of 
the beautiful Santa Clara Valley, where 
the prune and apricot trees will be in 
fuli bloom. The trip will include a visit 
to Stanford University and a luncheon. 
Wednesday will be devoted to business 
and a banquet will be held in the 
evening. 

Chairmen assisting E. L. Bothwell, of 
San Jose, general chairman, in the ar- 
rangements are W. C. Lean, budget and 
finance; E. H. Kocher, transportation; 
Herman Berns, of A. Hirsch & Son, re- 
ception; Howard Stackpole, program; 
Paul Hudson, golf, and Don Page, music 
and entertainment. 





Elgin Declares $2.25 Dividend 


Directors of the Elgin National Watch 
Co. at their regular year-end meeting de- 
clared a cash dividend of $2.25, payable 
Dec. 23, to stockholders of record at the 
close of business Dec. 11. With three 
previous dividends of 25 cents each, this 
brought 1940 dividend payments to a 
total of $3 per share, amounting to $1,- 
200,000 on the 400,000 shares of stock 
outstanding. Payments totaled $2 per 
share in 1939. 


‘An Englishman's Opinion 


Editor, 
THe JEweLers’ Circucar-Kerysrone: 


It may be of some interest to receive 
commentary from a jeweler over here on 
the store fronts depicted in American 
jewelry trade publications. Whilst we 
need to recognize different national 
characteristics, certain fundamental con- 
siderations do have influence. 

First, Front Elevations. Over here we 
believe in quiet yet impressive design, 
aiming for a tone and quality of effect in 
line with the fashion and dignity of the 
mechandise. Some of your stores seem 
to follow too much the lines of restau- 
rant design. Others seem rather too se- 
vere and the wide use of black appears 
somewhat depressing. Long experience 
has taught me that black is a deterrent 
to sales and should at all times be 
avoided. 

The window units you illustrate ap- 
pear to me too high from the pavement 
level and the available space not prop- 
erly utilized. Careful experiment over 
here has produced proof that the riser 
should be 2 ft. above the pavement level 
and with the window tops 7 ft. Your 
illustrations would seem to depict 3 ft. 
6 in. and 7 ft., respectively. 

The depicted displays from our point 
of view show weaknesses: The soldier- 
like effect of straight rows of merchan- 
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NOVEMBER JEWELRY SALES CONTINUE 16% INCREASE 


THE ACCOMPANYING MAP shows in percentages how independent jewelry 
store sales during November, 1940, compared with business done in November, 1939, 
On the basis of reports from 757 stores in 34 states, the amount of business done in 
November, 1940, was 16 per cent larger than that of November, 1939—the second 
month in succession to show that average increase, because October’s sales had like- 
wise soared 16 per cent over the corresponding month of the previous year. Jewelry 
sales in November, 1940, were higher by 14 per cent than in October, 1940. 

J. C.-K.’s Index of Retail Jewelry Store Sales moved up to 170.8 for November, a 
jump of nearly 22 points from the preceding month, and far ahead of the November 
index for the previous two years—148.3 for November, 1939, and 122.3 for November, 


1938. 


All sections participated in the broad increase in demand for jewelers’ merchandise, 
with Washington in the lead with an average gain of 34 per cent over the same month 
of 1939, followed by South Carolina and Michigan with increases of 33 and 24 per 
cent. California, Massachusetts and Kansas also averaged improvement in jewelry 


sales of 20 per cent or more. 


Data is shown by the Current Statistical Service, Bureau of the Census, for the 
following cities’ jewelry sales during November, 1940, compared with the same month 
of 1939: Chicago, plus 6 per cent; Los Angeles, plus 20 per cent; Portland, Ore., 


plus 17 per cent; St. 
Seattle, plus 48 per cent. 


Louis, plus 2 per cent; San Francisco, plus 4 per cent, and 
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dise and too much step effect. An over- 
indulgence in velvet and too little use of 
glass (glass brings light and life). 
Another point on store fronts occurs 
to me. The frontage of the stores you 
illustrate seems to have a normal width 
as we understand it, but we use greater 
depth. Our lobbies are designed to give 
natural sweep and encourage the public 
to use the greater depth of space. In 18 
ft. to 20 ft. frontage we aim to achieve 
20 ft. to 24 ft. of depth of lobby, carry- 
ing 8 to 10 windows. Depth of windows 
1 ft. 8 in. Space behind enclosures 1 ft. 


100 








8 in., that is, between the backs of the 
windows and the walls—this gives a good 
lobby width and something like 40 ft. of 
display space. We have proved that cor- 
rect division of display assists sales; that 
is, one window each for diamond rings, 
wedding rings, gold watches, steel and 
chrome watches, general gold goods, sil- 
ver, cased goods, cutlery, and so on, and 
this generally over here has been found 
to produce more sales per department of 
merchandise. 
Wurm F Lower. 

London, England. 
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Canadian Jewelers Feel Pinch as Ban Hits 
Importation of U. S. Jewelry, Silverware 


Uncle Sam last month lost his most important foreign market for jewelry 
when the Canadian parliament slapped an immediate embargo on non-essential 
imports from countries outside the sterling bloc. 


The War Exchange Conservation Act, banning hundreds of items all the way from 
automobiles to electric toasters, includes all lines of jewelry merchandise except 
watches and clocks, both finished and unfinished, and jewelry findings which will be 
admitted for further manufacturing in Canada. The act is expected to save Canada 
between $5,000,000 and $6,000,000 in foreign exchange a month, which will largely be 
employed in the purchase of airplanes and essential implements of war from the 
United States. The act went into effect Dec. 3, except for goods on order or in transit 


before Dec. 2. 

Since the United States is now pro- 
ducing precious and non-precious jewelry 
at the rate of $135,000,000 a year, fac- 
tory value, the loss of $1,000,000 in 
yearly sales to the Dominion is no body 
blow. But wholesale and retail jewelers 
across the border found grim news in 
the new budget, because they had been 
buying the greater part of their jewelry 
and novelty lines from the United States 
since 1938. 

During the first nine months of 1940, 
Canada purchased $624,439 in jewelry of 
all kinds from the United States—an in- 
crease of 25 per cent over imports of the 
same period of 1939. The accompanying 
table shows our jewelry exports during 
the first three-fourths of last year to all 
foreign nations and to Canada. 

In addition, the new ban applies to all 
imports of silverware, of which we 
shipped Canada $50,116 worth during the 
first nine months of 1940. This consisted 
of sterling flatware worth $4,627; ster- 
ling hollowware, $18,959; plated flatware, 
$12,327, and plated hollowware, $14,203. 
Various gold and gold-plated articles 
under the Canadian ban were valued at 
$18,814 for the same period. 

Exports to Canada of precious, semi- 
precious, synthetic and imitation stones, 
including pearls —likewise prohibited 
since Dec. 3—were valued at $83,019 in 
1939, and were considerably higher dur- 
ing 1940. Canada absorbed 50 per cent 
of our exports of such goods. 

The order also applies to precious 
metals, of which Canada bought $1,556,- 
863 from the U. S. during 1939. Early 
last year a 10 per cent import tax was 
applied in Canada, which had the effect 
of drying up a large importation of sil- 
ver bars and sheets for manufacturing 
purposes in Canada, so that the new ban 
on precious metals importation had al- 
ready been pretty well cared for. 


Other articles excluded from Canada 
include electric shavers, of which the 
U. S. shipped Canada 34,146 worth 
nearly $100,000 in 1939; domestic mo- 
tor-driven devices, valued at $203,108 in 
1939; as well as china, porcelain, semi- 
porcelain, cameras, toilet articles, ash 
trays and other metal sundries, cutlery, 
pens and pencils. 

While wholesalers and retailers in the 
Dominion were, to put it mildly, “in the 
air” over the embargo and critical of the 
effects on their business—especially in 
the medium and lower priced articles of 
Jewelry, toilet sets and gift novelties, the 
trade showed universal desire to assist 
the Canadian government in every way 
possible to win the war. Some gift nov- 
elty importers may be forced to close up. 

he largest number of Canadian jobbers 
represented both Canadian and import 
lines, and will be able to continue busi- 
ness on a restricted basis, offering Cana- 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1941 


rrrtrtreereeneneeneenn — 








dian-made merchandise, or such British 
substitutes as they may be able to secure. 

For many years Canada has had a 
well organized production of silverware, 
gold and platinum jewelry and costume 
jewelry. Many United States firms have 
branches in Canada, and they will con- 
tinue their operations undisturbed, both 
in straight line jewelry production and 
in allied lines sold through the jewelry 
trade. 

With a complete ban on many well- 
known imported lines, there is expecta- 
tion in Canada that more United States 
firms will give consideration to opening 
Canadian factories, or in making ar- 
rangements for manufacturing with ex- 
istent Canadian firms. The Canadian 
jewelry trade is enjoying a boom, with the 
largest Christmas trade in history, dealer 
stocks at high levels and manufacturers 
weeks behind in deliveries. 

Roy Carmichael, J.C.-K.’s Montreal 
correspondent, in a canvass of the 
jewelry trade in that city, quoted David 
Field, of 1397 St. Catherine St., W., to 
the effect that prices in popular lines of 
jewelry merchandise would rise 50 to 75 
per cent, and though Canadian jewelry 
manufacturers would benefit, costs to the 
public would rise, since Canada lacks 
quantity production in jewelry lines. 

According to Henry G. Birks, of 
Henry Birks & Sons, Montreal, Ltd., 
there will be “some dislocation” in 
cheaper silver-plated merchandise, gold- 
filled and costume jewelry and toilet sets 
until Canada develops new sources of 
supply. 

Canadian manufacturers very likely 
may be permitted to import U. S. 
jewelry designs and parts to be made up 
in Canada, said G. C. Gaffney, of James 
A. Ogilvy’s, Ltd. 








Krehbiel, of Black, Starr & Gorham, 
Heads 24-Karat Club of New York; 
Banquet Will Be Bigger Than ‘29's 


Edward Krehbiel, manager of Black, 
Starr & Gorham, the Fifth Ave. jewelry 
house, and a member of the Gorham 
Manufacturing Co., was elected to the 
presidency of the Twenty-four Karat 
Club of New York, at the annual meet- 
ing, Monday, Dec. 30. P. Irving Grin- 


berg, pearl dealer at 608 Fifth Ave. was 
elected vice-president, succeeding Mr. 
Lee Reichman, 


Krehbiel in the post. 


Edward H. 
Krehbiel 





Reichman Bros., was renamed treasurer; 
Gustav H. Niemeyer, of Handy & Har- 
mon, continues as chairman of the board, 
and Alan Brown, of Alpheus L. Brown, 
watches, was reelected secretary. Albert 
E. Levy, retiring president, was named 
to the board of directors. 

While Gus Niemeyer’s committee will 
have a hard time excelling the banquets 
of the past several seasons, there is every 
expectation that the dinner on Saturday, 
Jan. 18, at the Waldorf-Astoria, from 
the point of numbers, will be even great- 
er than the 1929 affair which was held 
at the old Waldorf, when nearly 1,000 
attended. Late last month reservations 
were considerably ahead of the same time 
a year ago. There were more than 900 
at last year’s banquet. 

Following the usual custom, festivities 
will get under way promptly at 6:30 
o’clock, when a bugle sounds the dinner 
call and will run, officially, until 11 
o’clock. There will be no speeches to in- 
terrupt the gala spirit of the occasion. 

Those serving with Mr. Niemeyer are: 
Mr. Grinberg, Jerome Richheimer, Regi- 
nald Reichman, Raymond Mehrlust, 
Walter N. Kahn, Harold H. Gibson, and 
Frank S. Demarest. 





Fred W. Pilcher, Mexico, Mo., jeweler, 
has been reelected to the directorate of 
the Missouri Retail Merchants Asso- 
ciation. 





Type of jewelry 
Of solid gold or platinum ..... 


base metal, electroplated or not: 


Men's jewelry ............... 


Of other materials: 





U. S. JEWELRY EXPORTS IN 1939 


Of silver, gold filled, rolled gold plate or 


When’ 6 1OWOINE oi ok bod cbc cecne 
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Other articles, such as cigarette cases, 
pocket cigar and cigarette lighters, 
vanity cases and compacts ........ 


Men's jewelry ..................005. 
Women's jewelry .................. 
IY ONTIRINON Sass heen are oe 


to all purchases to 
foreign countries to Canada all foreign sales 
$60,057 $11,325 19% 

. 276,506 72,614 26 
818,061 316,957 38 
509,366 134,657 27 

16,505 4,106 25 
149,258 51,229 34 
107,770 33,55! 31 


% of Canadian 

















Board of Trade Analysis Disproves 


Inflated Claims of Number Retail Jewelers 


Breakdown of Figures in Reference Book Shows that Only 61 Per 
Cent of So-Called “Retailers” Are Actually so; Less than 8000 


Stores Do Bulk of Business 


With a view to assisting jewelry manufacturers and wholesalers in planning their 
sales work during the coming year, the Jewelers Board of Trade has compiled and is- 
sued an analysis of the firms comprising the jewelry business which gives some highly 
illuminating information on the question of the market and distributive possibilities of 


the field. 

For example, although the Board of 
Trade’s Reference Book lists a grand 
total of 27,856 units under the general 
classification of “retail,” this analysis 
discloses that only 17,057 of this total are 
actually retail jewelers, even including 
pawnbrokers, the remainder being com- 
posed of such groups as the 5,497 repair 
shops, the 2,746 optometrists, and other 
establishments who are all thrown to- 
gether under the general heading of “re- 
tail” simply because they are not whole- 
salers or manufacturers. 

That even the figure of 17,057 is a lib- 
eral one is indicated by the fact that the 
United States Census which was made 
last summer, and whose report on the 
jewelry trade has just been issued shows 
a grand total of only 14,558 retail 
jewelry stores of all sizes and _ types. 
And the Census Bureau classifies a store 
as a retail jeweler if even as little as 50 
per cent of its gross revenue is derived 
from the sale of jewelers’ merchandise. 
(This report is reviewed on pages 57 
and 59 of this issue.) The Board of 
Trade’s definition of what constitutes a 
retail jeweler is apparently even more 
liberal. 

In fact, the Board of Trade’s analy- 
sis of its own directory goes on to 





Wages of 8,000 Factory Workers Would Be Raised 





point out that actually the number of 
retail jewelers of any importance 
whatever is less than half of the 17,- 
057 figure, since only 6,497 of them 
are rated as having a capital of $4,000 
or more. Of the remainder, 8,136 are 
definitely rated as having less than 
$4,000, and 2,424 are either not rated 
at all or given suspended ratings be- 
cause of recent financial difficulties, 
deaths of owners, and so on. Even it 
it is assumed that half of these, or 
1,212 are substantial stores (which is 
probably an _ over-liberal estimate). 
and add that figure to that for the 
stores with a rating of $4,000 or more, 
we still have considerably less than 
8,000 retail jewelers whose volume is 
important. 

In view of the foregoing data, includ- 
ing the official U. S. Census report of 
only 14,558 retail jewelry stores of all 
sizes and ratings, it would appear that 
the statements of certain sellers of ad- 
vertising who have been claiming to 
reach some 24,000 jewelry retailers need 
some rather sharp revision downward, 

A total of 2511 concerns are classified 
as wholesalers and 1936 as manufactur- 
ers of jewelers’ merchandise, including 
optical goods, boxes and displays, ete. 





By Suggested Minimum; Labor Cost Would Rise 24% 


Minimum wages of 40 and 35 cents an hour for employees in the jewelry manufac- 
turing industry—rates which the Labor Department said would increase the hourly 
wages of an estimated 8000 employees—have been recommended to Wage-Hour Ad- 
ministrator Philip B. Fleming by the jewelry industry committee. 


Reconvening in Washington on Dec. 
17, the committee submitted recommen- 
dations calling for a minimum rate of 40 
cents for workers engaged in the follow- 
ing classifications: 

1. Manufacturing, processing or as- 
sembling of watch cases made of any 
material. 


2. Manufacturing, cutting, polishing, 
encrusting or engraving of precious, 
semi-precious, synthetic or imitation 


stones. 

3. Manufacturing, processing or as- 
sembling of precious jewelry—jewelry 
made of platinum or gold of 10-karat 
fineness or better, or jewelry containing 
precious stones such as diamonds, pearls, 
zircons, emeralds, rubies, garnets, etc. 

The committee recommended that the 
35 cent rate be applicable for all work- 
ers employed in the production of all 
other materials covered by the definition 
adopted for the industry. 

After a meeting of the committee on 
Nov. 27 the definition was broadened to 
include watch cases, cigar and cigarette 
cases, holders and lighters; commercial 
compacts and vanity cases when made 
or embellished with precious metals, 
semi-precious, synthetic, or imitation 
stones. The amended definition reads: 

“(a) The manufacturing, processing, or 





assembling, wholly or partially from 
any material, of jewelry, commonly or 
commercially so known, Jewelry as used 
herein includes, without limitation, re- 
ligious, school, college and fraternal in- 
signia; articles of ornament or adorn- 
ment designed to be worn as apparel or 
carried on or about the person, including, 
without limitation, cigar and cigarette 
cases, holders and lighters, watch cases, 
metal mesh bags and metal watch brace- 
lets, and chain, mesh, and parts for use 
in the manufacture of any of the articles 
included in this definition. Jewelry as 
used herein does not include pocket 
knives, cigar cutters, badges, emblems, 
military and naval insignia, belt buckles 
and handbag and pocketbook frames and 
clasps, or commercial compacts and 
vanitu cases, except when made from or 
embellished with precious metals or pre- 
cious, semi-precious, synthetic or imita- 
tion stones; and the assaying, refining 
and smelting of base or precious metals.” 

In recommending that cigar and ciga- 
rette cases, holders and lighters be made 
subject to the minimum wage rates for 
the industry, the committee reasoned 
that such items are definitely “articles of 
ornament or adornment designed to be 
worn on apparel or carried on or about 
the person,” are commonly manufactured 
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in jewelry establishments and, for the 
most part, are sold to the public jp the 
same type of retail store which handj 

other jewelry items previously included 
in the definition. 

Labor members of the committee were 
understood to have expressed a stron 
sentiment for bringing watch Cases 
within the definition. It was the commit. 
tee’s observation in this connection that 
while a certain type of watch case jg 
made in large quantities in establish. 
ments which are not strictly defined as 
jewelry establishments, watch cases in 
large numbers also are made in establish. 
ments definitely considered to be jewelry 
establishments. . 





Otis Testifies for Manufacturers 

Before making its recommendations to 
the administrator, the committee received 
briefs and heard testimony from a score 
of interested parties, including Edward 
O. Otis, Jr., executive secretary of the 
New England Manufacturing Jewelers 
and Silversmiths’ Association, Proyi- 
dence, R. I. 

Mr. Otis recommended that the indys. 
try be classified into two groups: (1) 
Medium and low priced jewelry pro- 
duced from materials of less value than 
14-karat gold, where he said the mini- 
mum wage should be 35 cents an hour; 
and (2) Precious jewelry produced from 
materials of a value of 14-karat gold or 
better. He made no recommendations 
for wage minima in this classification on 
the ground that it does not embrace any 
material number of producers in his 


groups. 


Not Immediately Effective 

The association, through Mr. Otis, like- 
wise urged that May 1, 1941, be the ef- 
fective date for the establishment of all 
minimum wages for the industry in order 
to allow producers to adjust themselves 
by the end of their spring selling season. 
“Arguing that employment will be sub- 
stantially curtailed if the consumer price 
becomes so high as to bring a substantial 
decline in consumer purchasing, Mr. Otis 
told the committee that a minimum wage 
of 40 cents an hour will mean a direct 
labor cost increase up to 23.6 per cent by 
virtue of increased pay for those cur- 
rently receiving less than 35 cents. La- 
bor costs in the medium and low priced 
jewelry industry, estimated at 68 per 
cent, would, Mr. Otis said, increase by 
reason of a 40 cent minimum to such an 
extent that employment would be “sub- 
stantially curtailed.” 


Industry Was Carefully Studied 

At its first meeting on Nov. 25, the in- 
dustry committee had up for considera- 
tion a Bureau of Labor Statistics sur- 
vey showing that 20.7 per cent of all em- 
ployees in the jewelry manufacturing In- 
dustry had average hourly earnings of 
less than 35 cents during February, 1940. 
Selecting that month for the sampling 
was criticized by several spokesmen for 
the industry on the ground that condi- 
tions since that time have changed con- 
siderably. 

The survey, part of a 92-page report 
prepared for the committee by the 
Wage - Hour Divisions’ Research and 
Statistic Branch, also indicated that 12.5 
per cent of the office workers and 21.5 
per cent of the factory, maintenance, 
shipping and other departmental em- 
ployees earned less than 35 cents during 
the same period. The earnings of 338 
per cent of all employees, the report in- 
dicated, averaged under 40c. an hour. 
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Gemologists Will See 
Making of Jewelry 


At Annual Conclaves 


A feature of the annual conclaves of 
the American Gem Society this year will 
be a day devoted to the study of jewelry 
manufacturing, stone-cutting and the 
like, in local houses in the cities in which 
the meetings occur, and to entertain- 
ment. Past experience has shown that by 
careful planning of the program all of 
the education features can be completed 
in the first two days. 

The Central Division conclave will be 
held in the Statler Hotel, St. Louis, Sun- 
day, Monday and Tuesday, March 2 to 
4, and the Eastern Division conclave 
will be at the Robert Treat Hotel in 
Newark, Sunday, Monday and Tuesday, 
March 9 to 11. 

The G.I.A. educational committees 
which have been appointed to supervise 
the instruction, are as follows: Eastern 
Division, Lovell Baker, certified gemolo- 
gist and registered jeweler, of Henry 
Birks & Son, Ltd., Montreal, chairman; 
Fd N. Smith, C.G. & R.J., of Birks, 
Ellis, Ryrie, Ltd., Toronto, and J. Arn- 
old Wood, C.G. & R.J., Poughkeepsie, 
N. Y., and for the Central Division, Wil- 
liam Johnson, C.G. & R.J., of the Broer- 
Freeman Co., ‘Toledo, Ohio, chairman; 
M. D. Hohenstine, C.G. & R.J., Colum- 
bus, Ohio, and Charles Carolyne, C.G. 
& RJ., of Brenner’s, Youngstown, Ohio. 
Edward Wigglesworth, Ph.D., C.G., di- 
rector of the Eastern Laboratory of the 
Gemological Institute, will serve as sec- 
retary to both committees. 

These men serve in their capacities as 
members of the permanent Graduate 
Advisory Educational Committee of the 
G.LA. 


No Congo Diamonds for Germany; 
Belgians Loyal to Britain 


Little likelihood that Germany is ob- 
taining rough diamonds from the Belgian 
Congo, in Central Africa, or any other 
form of cooperation from that Belgian 
colony, in spite of the fact that the par- 
ent land is in German hands, is apparent 
from a recent statement by Albert Mou- 
laert, minister plenipotentiary for Bel- 
gium to the Union of South Africa. 

“I know for a fact,” Moulaert said, 
“that all Belgians in the Congo, whether 
they condemn the action of King Leo- 
pold or whether they defend him, are 
of one mind about the war. They are 
against the Germans and work for a 
British victory. As the Governor-General 
of the Congo stated on July 21, ‘We 
have only one aim, and that is to heip 
the British Government as much as pos- 
sible to win the war.’ ” 

Moulaert added that he hoped his 
statement would correct ill-informed 
opinions about the loyalties of Belgians 
in the Congo. 


Seattle R.J.A. Elects 


The Seattle R.J.A. at its recent annual 
meeting elected the following officers: 
John M. Friedlander, president; Charles 
Larne, first vice-president; Lester Berg, 
second vice-president; Wallace Calder- 
head, secretary; Bud J. Burnett, trea- 
surer, and Harry Arold, Simon Burnett 
and Ben Tipp, trustees. 
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ORIGINAL ROGERS SILVER | 
PLATE a 


with every purchase of 3 or more of 
Manning-Bowman’s best seller. ..The- 
IRON-THAT-WAGS-ITS-TAIL! 


Mr. JEWELER... ax 





Yh 



































This is the Marigold pattern, styled to enhance the 
beauty of any table setting...made by the famous 
International Silver Company... guaranteed to give 
complete satisfaction, or any piece will be replaced. 


HERE’S HOW IT WORKS... with each purchase 
of 3 Manning-Bowman irons during the special January- 
February-March promotion, you get, free, any one of 
the groups shown above. 

If you buy 24 irons, you may select 6 of Group No. 1 
and one each of Groups Nos. 3 and 4...24 pieces. If you 
ordered 18 additional irons, you might select 6 of Group 
No. 2 and continue to build your beautiful Marigold 
service to any number of pieces, according to your pur- 
chases of irons. For example, with the purchase of 78 
irons, you might have a complete silver service for 
twelve...90 pieces. You make your own choice of these 
groups with each order of 3 irons. 





Write Manning, Bowman & Co., 


& 
Meriden, Conn. for the complete 
story .. . national odverticlng in \ | Nn Nn l n ox 
Life and The American Home... “ie 


the free consumer offer of a sleeve 
ironing-board or a $1.00 trade-in MEANS BUSINESS 
allowance on old iron . . . the dealer 


ads, displays, folders and otherhelps T 
given to you. OW } } d nN 
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New Registered Jewelers, A.G.S. 


The American Gem Society announces 
the awarding of the title of Registered 
Jeweler, A.G.S., to the following mem- 
bers during the past two months: 


D. M. Allan, T. Eaton Co., Toronto. 

Lester V. Forsyth, Metz Jewelry, 
Klamath Falls, Ore. 

James A. Haiverstadt, Halverstadt & 
Latham, Atlanta, Ga. 

A. A. Keene, Pomeroy & Keene, Salem, 
Ore. 

Fred H. Merkle, Preusser Jewelers, 
Grand Rapids, Mich. 

William S. Preston, F. J. Preston & 
Son, Inc., Burlington, Vt. 

Mrs. J. E. Salick, Salick Jewelry Co., 
Watertown, Wis. 

Cc. R. Wallace, T. Eaton Co., Toronto, 
Canada. 


Old Employee Honored 


Henry N. Gadd received his first new 
watch in 35 years on Dec. 3, when he was 








presented with a fine timepiece by Henry 
H. Wright and Percy K. Loud, executives 
of the Wright, Kay & Co., on the occa- 
sion of his 76th birthday and the begin- 
ning of another half century of service 
with the Detroit jewelry house. William 
G. Hamburg, who has been with the firm 
for 62 years witnessed the presentation. 

Half a century ago Gadd often started 
out with as much as $100,000 worth of 
gems in his pocket. He never carried a 
. and never feared a hold-up in those 
days. 


Navy Buys Clocks Worth $24,345 

The Navy Department has made a 
$24,845 award to the General ‘Time In- 
struments Corp., Thomaston, Conn., for 
mechanical clocks. 








44 

Gaper T PINS” are a fashion first for '41—As Created by Peterson, 
they will pep up your jewelry counter and catch the eye of every woman 
who is on the lookout for the newest costume accent. These are brilliant gold 
color, mounted with colored stones in the following shades—Amethyst, 


Topaz, Sapphire, Ruby, Emerald, Crystal. 


The Peterson Line comprises a complete showing of Costume Jewelry at 
popular prices. Sold exclusively through Wholesalers. If yours does not 
carry Petersons, let us send you the name of nearby Wholesalers who do. 


L-s) PETERSON co- 


Monufacturers Bldg. 





No. Attleboro, Mass. oS] 
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Able Speakers Are Lined Up 
For Northeastern ANRJA Conclave 
In Boston, Feb. 10, 11 


PP ce the program for the Northeast. 
regional conclave of ANRJA, ¢ 
held Monday and Tuesday, Feb 10, be 
11, at the Hotel Statler, Boston, has “ 
been whipped into final shape, a pred: 
of prominent and able speakers have : 
cepted invitations to talk. te 

Prof. Malcolm P. MeNair ; 
of marketing at the Graduate hoa 
Business, Harvard University, who Bs 
pervised the study of the cost of doing 
business, conducted by Harvard fo 
ANRJA for a period of nine years wil 
discuss “The Outlook for Retailing.” 

Prof. Julian E. Jackson, professor of 
business law and management, North. 
eastern University, Boston, will speak oy 
“The Retail Sales Tax.” 

Kenneth B. Backman, general mang- 
ger of the Boston Better Business By. 
reau, who has given much time, thought 
and effort to the problem of so-called 
“wholesale-retailing” will discuss the 
subject: “The Consumer and Jewelry 
Frauds.” ; 

Daniel Bloomfield, manager of the Re- 
tail Trade Board of Boston, who con- 
ducts annually the Boston conference on 
distribution, has accepted an invitation 
to speak, and his subject will be one 
concerning distribution, on which he js 
a recognized authority. 

A Question Box and Open Forum 
which will feature both afternoon ses- 
sions will provide a means for frank and 
open discussion of intimate jewelry store 
problems. L. Blaine Libbey, Milford, 
Mass., immediate past president of the 
Massachusetts-Rhode Island R.J.A., will 
conduct the Monday afternoon forum, 
and Leonard H. Vancore, Colebrook, 
N. H., president of the New Hampshire 
R.J.A., will be in charge the next 
afternoon. 

A number of ANRJA officers will at- 
tend and take an active part in the pro- 
ceedings. President Henry W. Von Un- 
ruh, Cincinnati, will speak on “The Im- 
portance of Your National Association.” 
Charles J. Michaels, Hartford, Conn., 
credit jeweler and regional vice-presi- 
dent of the association, will have as the 
topic of a talk, “The Credit Selling of 
Jewelry.” A. W. Anderson, Neenah, 
Wis., treasurer of ANRJA and secre- 
tary and general manager of the Jewel- 
ers Mutual Fire Insurance Co., will talk 
on “Have You Read Your Fire Insur- 
ance Policy?” Secretary Charles T. 
Evans, New York, will discuss the parent 
organization’s activities. 

A banquet will be held Monday night. 





Milwaukee Guild Elects 


The Milwaukee District Guild of the 
Wisconsin Watchmakers’ Association at 
its annual meeting, Nov. 26, at the Pfister 
hotel, elected officers as follows: Presi- 
dent, C. G. Kanderson; vice-president, 
Conrad Katzenbach; secretary, Joseph P. 
Soltis; treasurer, Eugene Zigler, and 
sergeant-at-arms, Harry Kayne. 





Clerk Beats Armed Thug 


Philip Brault, clerk in the Phillips & 
Lucas jewelry store, Montpelier, Vt. 
chased, tackled and wrestled with a hold- 
up man who had held up the store with 
an unloaded revolver and after a beating 
turned him over to police. Diamond rings 
valued at $2,000 were recovered. The 
robber had an extensive record. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1941 








ee ea ee a ae ee eel LCM lr 












The W. Green Electric Co., makers of 
lating devices and solutions, has occu- 
ied new quarters In the Green Exchange 
Bldg., 130 Cedar St. 
qR. & L. Goldmuntz, Inc., has opened 
an office at 630 Fifth Ave. to deal in 
rough and industrial diamonds. The con- 
cern has offices in London and Am- 
m. 
a teunts Bros. & Co., Inc., diamond 
importers, have moved to 630 Fifth Ave., 
where they occupy larger quarters on the 
90th floor. The firm had been located at 
608 Fifth Ave. 
¢ Joseph Lipschutz, formerly of the 
Wyler Watch Co., will represent Louis 
Sickles, 1015 Chestnut St., and the Bel- 
mar Watch Co., subsidiary, in the New 
York City area after Jan. 1. 

Martin Steinardt, advertising mana- 
ger of the L. & R. Mfg. Co., Newark, 
will “middle-aisle” it next month with 
Miss Vivian Rosenthal. Their engage- 
ment has just been announced. 
¢ Busch & Sons, Newark jewelers, last 
month celebrated their 60th anniversary. 
The business was founded by George J. 
Busch, Sr., who arrived in Newark from 
Europe with $2 in his pockets. George 
J. Busch, Jr., is now president of the 
three-store business. 

q The Apex Watch Co. is to be congrat- 
ulated on the addition to its sales force 
of Jules Schwob, veteran watch man, 
who will have the whole country as his 
territory. Mr. Schwob, who is a familiar 
figure in the local trade, is likewise well 
known in all the important cities. 

q Jos. E. Judels, precious stones dealer 
at 20 Rue de la Paix, Paris, well known 
to many American gem importers, has 
requested THe JEweLers’ Crrcutar-Key- 
stone to advise his American friends 
that he, Mrs. Judels and their son, Rob- 
ert, who is associated in business with 
him, are safe, and are for the present in 
Cannes, A. M. France, where they can 
be reached at Poste Restante. 

q Ben, Herman and William Fabrikant, 
of Fabrikant Bros., diamonds and dia- 
mond watches, are going to spend vaca- 
tions in Florida this month to recover 
from the holiday rush. Herman plans to 
spend two months, while William will be 
gone for two weeks and Herman for 
three weeks. They will go at intervals so 
that one of the brothers will always be 
in attendance at the Paramount Dia- 
mond Center which they operate at 
Canal and Bowery. 

q 0. M. Resen, manufacturer of wedding 
rings and mountings inaugurated his new 
quarters on the 10th floor of 62 W. 47th 
St. on Saturday afternoon, Dec. 14. A 
novelty is the sounding of the first four 
notes of the Lohengrin Wedding March 
as one enters the modernistic reception 
room, which utilizes structural glass. The 
firm’s trade mark, a coronet, is inset in 
the linoleum and the walls of the recep- 
tion room are covered with photomurals, 
depicting steps in the manufacture of 
rings. 

q Columbia University is offering two 
evening courses in geology on gems and 
precious stones, under the tutelage of 
Ralph J. Holmes, B.S., lecturer in min- 
eralogy, and Ford Young, B.S., Univer- 
sity Extension. The classes will be held 
Monday evenings, from Feb. 10 to May 
19. The second course, which immedi- 
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ately follows the first, is a laboratory 
course to accompany the lectures of the 
first session. Anyone completing a course 
and receiving a recommendation from 
the instructor as to satisfactory class 
work may enroll in the correspondence 
course No. 012 of the American Gem So- 
ciety, and later apply for enrollment in 
the advanced courses of the Gemological 
Institute of America and receive full 
credit for the tuition fees which have 
been paid to Columbia. 


Samelius Draws a Packed House 


q More than 125 watchmakers managed 
to gain admission to an open meeting of 
the Horological Society of New York to 
hear a technical address by William H. 
Samelius, dean of the Elgin Watch- 
makers College and technical director of 
the United Horological Association, on 
Dec. 3. A number of others had to be 
turned away for lack of space. Mr. 
Samelius spoke on the importance of a 
knowledge of gearing to the watchmaker 
at the bench and spoke of the history of 
toothed wheels and their introduction in 
clockwork as early as tz 14th century. 
He used a blackboard to illustrate by 
simple drawings the development of the 
various curves that form the shapes of 
wheel teeth and pinion leaves. President 
Andrew Park gave the final report on the 
progress of the committees arranging 
the 75th anniversary banquet to be held 
at the Cocoanut Grove of the Park Cen- 
tral Hotel on Washington’s birthday. The 
next meeting will be held Jan. 7. 


Beware of this Con Man 


q Lord Jewelers, Inc., at 1605 Broad- 
way, reports that its store, along with 
others in the Times Square section, has 
been victimized by a man who walks into 
a store while the clerks are all engaged, 
ostensibly to sell diamonds, recut stones, 
or old gold, and then while waiting for 
attention appears to be reading a news- 
paper behind which he steals anything 
within reach, preferably wrist watches. 
He removes the merchandise and leaves 
the boxes in place to avoid immediate 
detection. He will tell the clerk not to 
hurry the trade for him as he is waiting 
for his wife to arrive. He is a nicely- 
dressed American type; appears to be 
about 25 years old; nearly six feet tall; 
weighs about 150 pounds, has a fair com- 
plexion and is a smooth talker. 


Woman Heads Yonkers R.J.A. 


q Mrs. Maybelle Beerman, partner in 
Max Beerman Jewelers, and secretary of 
the Westchester Association of Jewelers, 
has been elected president of the Yonk- 
ers Jewelers Association. She succeeds 
Robert Groebel. Other officers named 
were: A. Botkin, vice-president, and 
Samuel Woodrow, Jr., chairman of the 
executive commitee. Harry Gerber, 
president of the Westchester Association, 
was a speaker at a recent meeting of the 
Yonkers group. 


Towle Says "Merry Xmas" in Big Way 


4q Towle Manufacturing Co., Newbury- 
port, Mass., silversmiths employing 3000 
persons, on Dec. 12, in addition to an 
extra wage dividend, announced a 
“Christmas box” of $20 for each em- 
ployee. 
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SIMONS BROS. CO. 
THIMBLES 


269 So. 9th ST. 





PHILADELPHIA 








Grarr, WasHBouRNE & DuNN 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


65 NA 








OMEGA 


THE WATCH OF WORLD 
PRECISION RECORD . 


DISTRIBUTORS 
NORMAN-M. MORRIS 
WATCH CORP. 
608 Fifth Ave. — ' New York 

































e@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 


BRAUNFELD & MEHLMAN 
108 Fulton St. |New York, N. Y. 
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Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & C@O., Ine. 
71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lapidary 
Work Carefully and Promptly Filled 








Hersert L. OBERMAN 


Manufacturing the Newest Pink Gold 
Bracelets and Watch Cases for the 
better Jobbers and Watch firms. 


BRyant 9-4174 
48 W. 48th St. New York, N. Y. 
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’ Whitelaw Brothers 
k DIAMONDS 


7 
48 West 48th St., New York, N. Y. 








BEAD SPECIALIST 
All Kinds ‘of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 

















“JADE” 
‘The Gem Of Ages”’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS Co, 


20 West 47th St. New York 








Demand for Our 


CROSSCURVED 
MAINSPRINGS 


Increased More Than 100% 
In 1940 


DISCOVER FOR YOURSELF 
How Much SANDSTEEL Mainsprings 
Can Assist You 


In Giving Your Customers 
PERFECT SATISFACTION IN 1941 


Made In U.S.A. 


WATCH-MOTOR 
MAINSPRING CO., INC. 
145 Hudson St. New York, N. Y. 











Wishing You a 


Bappy and Prosperous 
New Year 
* 
Friedman Gem Co., Inc. 
71 Nassau St., New York 


America’s Biggest Stock of 
ROYAL MARCASSITES 

















] PATENT YOUR IDEAS 


send a Sketch or Model 
of your invention for 


aCHeK 

CONFIDENTIAL Lite TERR) 

a ADVICE [ee ary 

S FREE (reenstg? PATENT ENsincER 
T 


E Pat. Off. records searched 
for ANY Invention or Trade Mark 



























Antique Jewelry 
( Reproductions ) 
Beautifully designed in 
Gold, with colored stone 
centers, surrounded by dia- 
monds; with enameling. 

Send for quotations 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ST. 
NEW YORK, N. Y. 














q Udall & Ballou won the distinction of 
having the best jewelry windows on the 
“Avenue” in the Christmas Window Dis- 
play Competition of the Fifth Avenue 
Association, held during the week of 
Dec. 3 to 10. William G. Doelker, presi- 
dent of the firm, accepted a silver cup in 
behalf of the store’s windows, which 
were designed by Fred W. Bailey. The 
grand award, a larger silver cup, was 
won by Saks Fifth Avenue. The Ham- 
mer Galleries, which showed antique 
jewelry, won the prize for its type of 
establishment. 


Dapper Young Bandit Holds Up 
New York Store for $40,000 


A young man, neatly dressed, who 
told Joseph Merrin that he would need 
a drink before definitely deciding to buy 
a $495 engagement ring which he had 
picked out, returned to the Merrin 
Jewelry Co. store, 530 Madison Ave., 
New York, an hour and a half later, on 
Dec. 18, and held up the proprietor and 
his wife, an employee and two customers 
and walked out with jewelry valued at 
approximately $40,000. The jewelry is 
said to be insured. 

At the point of a gun Mr. Merrin took 
a number of valuable jewels from the 
window and handed them over to the 
bandit, together with two wallets, con- 
taining unset rubies, sapphires and dia- 
monds. Stuffing the jewelry into his 
overcoat pocket the bandit backed out the 
door with a warning to everybody to be 
quiet and then ducked into the nearest 
taxi. 





Two More World Famous 
French Jewelers Locate Here 


Two more _ internationally - known 
French jewelry houses have announced 
the opening of American establishments. 
Van Cleef & Arpels, Inc., Parisian 
jewelers, have taken a long-term lease on 
the store, basement, mezzanine and up- 
per floor space at 744 Fifth Ave., New 
York, diagonally across the street from 
the new Tiffany store. The American 
branch of J. Chaumet, Inc., said to be 
the oldest jewelry house in France, has 
taken space for executive offices and 
salon in La Maison Francaise, Rocke- 
feller Plaza. 


Another Salesman Robbed 
In Chicago 


Maury S. Sater, of the firm of M. S. 
Sater & Co., gem importers at 580 Fifth 
Ave., New York, was returning to his 
room in the Palmer House, Chicago, 
after making some business calls at 
noon on Dec. 8, when he was jostled into 
a doorway by two men, where a third 
bandit was waiting. He was punched and 
before he could recover his wind to shout 
an alarm, the trio sped away in a wait- 
ing auto with his two grips, which con- 
tained some $75,000 worth of unset em- 
eralds, sapphires, rubies, cats’ eyes, dia- 
monds and other gems. 





December Silver Prices 


New 

London York 

Spot Official 

December 2 ......5. 22 13/16d 3434 ¢ 
December’ 9 ........ 22 7/8d 3434 ¢ 
December 16 ...... 23d B43, ¢ 
December 28 ...... 23 1/8d 3434 ¢ 


NEW RONSON HEAD 


Alexander Harris late last month was 
elected to succeed the late Louis V 
Aronson as president of the Art Metal 
Works, Newark manufacturers of light- 
ers. Mr. Harris has been connected with 
the firm as secretary and treasurer for 
30 years. He is also president of the 
New Process Metals Corp., which makes 


Alexander Harris, who 

is the new President 

of Art a sg Works, 
ne. 





flints for lighters. Alexander H. Aron- 
son, vice-president of Art Metal, has also 
been named treasurer. 

Upon assuming the presidency Mr, 
Harris made known that Art Metal 
Works will soon institute an expanded 
sales and production program for Ron- 
son products in the United States, as 
well as in other countries where the 
company does business through wholly- 
owned subsidiaries and otherwise. This 
expansion program will extend especially 
to South America and the Far East, not 
now accessible to former European 
sources of supply. 

As a hobby, Mr. Harris raises, com- 
mercially, barred Plymouth Rock chick- 
ens on a 60-acre farm in Scobeyville, 
N. J., where he lives in a house nearly 
200 years old. 





q Bulova Watch Company’s Ted Ricken 
became the exceedingly proud father of 
a 6%,-lb. baby girl, now to be known as 
Rosalind. The little girl entered the 
world at the Lenox Hill Hospital in New 
York City. On hearing of the babe’s ad- 
vent, Jesse Henshel wisecracked, 
“Hmmmmph! The baby weighed 6% |b. 
and that’s just about what Ted lost 
worrying about it! It’s tough to be a 
daddy !” 








Arce CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 











z 
EXPERT HAIRSPRING VIBRATING 


Of all Precision, Normal, Abnormal, 
Flat, Breguet and non-magnetic Hair- 











springs 24 Hour Service 
A trial order will convince you of our 
Quality work. 


UPTOWN HAIRSPRING SERVICE 
10 W. 47th St. New York, N. Y. 


DIAMOND WEDDING RINGS 


Channel ® Fishtail © Love Rings 


Genuine and Synthetic Colored Stone Rings 
MEMORANDUMS GLADLY FILLED 
Superior Wepoinc Bano Co., Inc 
) 71 Nassau St.. New York Tel. COrt. 7-9263 
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Carl Smith and Clarence Hunter, both 
with Ewing Brothers, Atlanta whole- 
salers, are the proud fathers of baby 
boys, born on Nov. 30 and Dec. 6, respec- 
tively. ’ ‘ 

“Ted” Holy, traveling representative 
of the Baldwin-Miller Co., Indianapolis, 
was recently involved in an auto accident 
near Jacksonville, Ill. Ted luckily was 
uninjured but his car was totally de- 
molished. 

Ted Tracy, well known and popular in 
the trade through his many years of as- 
sociation with Juergens & Andersen Co., 
but: absent from the trade for several 
years, has returned to the jewelry busi- 
ness and now represents Harry C. 
Schick, Inc.. Newark, N. J., in the Chi- 
cago territory. 

Charles Payne and George Brown, ex- 
presidents of the Cincinnati Town Criers, 
have fully recovered from an accident 
and serious illness, respectively. Payne 
injured his ankle while stepping out of 
an automobile during a business trip in 
Jacksonville, Fla. Brown is back on the 
job after a serious illness. 

q Dana H. Adams, New York manager 
for C. J. Bates & Son, and F. W. Smith 
& Co., had the misfortune to break his 
ankle, late in November, so his duties 
for the duration of his recuperation are 
being handled by Charles F. Massa, who 
represents these firms in the Southwest. 
Mr. Massa recently returned from a ten- 
weeks trip. 

4 John Schlesinger, who represents L. 
Luria and Son, Inc., in the southern ter- 
ritory, on Dec. 12 took as his bride Miss 
Pauline Larkin, who was connected with 
the New York office of the Gruen Watch 
Co. After a Florida honeymoon the new 
Mrs. Schlesinger will accompany John on 
a trip through the South. Congratula- 
tions and best wishes! 

q Irving H. Kaufman returned home 
late last month with his charming new 
bride, the former Bea Levison, after a 
honeymoon trip to New York, Bermuda, 
Cuba and returned to Los Angeles via the 
Panama Canal. Kaufman, of the Allison- 
Kaufman Co., Los Angeles diamond im- 





DTN ES 
REFINISHED 





A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 





“The Mail Order House” 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


87 NASSAU ST., NEW YORK, N. Y. 
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«The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 
MMOL MLM OLD UL MLM OU eM MMU MOMMA 


SUMAN NAA AAAU EATEN 


porters and ring manufacturer, was mar- 
ried in Spokane, Wash. 

q L. R. Olsson, manager of the Cincin- 
nati Waltham Watch Co.’s office and 
head of the Town Criers, in summarizing 
the year’s activities of the Queen City 
“boys on the road” said “1940 was one 
of the busiest years we ever had.” He 
added that one indicator of this was the 
fact that “the boys stayed out longer 
this year prior to the Christmas _ holi- 
days.” 

q The Watson Co., of Attleboro, Mass., 
is adding two new salesmen to cover ter- 
ritories in the Middle West, New York 
State and part of Pennsylvania. In 
charge of the former district will be 
George E. Taylor, formerly with The 
Watson Co., who has been well known 
throughout the West for many years. 
The New York and Pennsylvania terri- 
tory will be covered by Willard F. 
Sylvia. 

q Charles M. Barry, who for several 
years has represented the Northampton 
Cutlery Co. and the Ellmore Silver Co. 
with its associated firms throughout the 
Middle West, announces that effective 
Dec. 1 he is devoting his entire time to 
the Ellmore Silver Co. and its affiliated 
firms and in future will handle only the 
items of sterling put out by this house. 
Mr. Barry has traveled the jewelry trade 
of the Central West for 18 years and is 
widely known and liked throughout the 
trade. 


Watchcase Output Near $10,000,000 


The value of watchcases manufactured 
in the United States during 1939 was 
5.5 per cent less than during 1937—$9,- 
791,605 compared with $10,357,644, re- 
spectively. 

The 1939 Census of Manufactures 
classifies production as $2,047,817 worth 
of karat gold, platinum or sterling sil- 
ver; $3,781,486 of gold-filled; $1,474,846 
of base metals and $1,770,281 of various 
combinations. 


Plays Host to School Kids 


Harry Citron, a jeweler of Bakers- 
field, Cal., played host to 75 students at 
a Thanksgiving Day dinner, as a way of 
showing his appreciation for the liberties 
and independence accorded him by his 
citizenship in his adopted America. He 
was a native of Austria. He held the 
first of such dinners last year with 50 
boys and girls attending and hopes to 
add 25 more invitations each year. A 
school bus transported the students to the 
turkey feast. 


Flight Begins at Fifty 


Speed always has meant much to Wil- 
liam Peare, jeweler at LaGrange, Ore., 
ever since the days when he established 
the eastern Oregon high school half-mile 
record, which still stands after 30 years. 
Today, at 50, he is learning to fly, and 
recently made his first solo flight after 
only 10 hr. in flight instruction. He’s 
now skipping around to nearby airports. 
Strangely enough he never learned to 
drive an auto. He is an A.A.U. sports 
timer and has a keen interest in sports. 
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Get This Service! 
STEP-UP SALES! 


Sales boom when you use our 
beautiful monthly credit store 


DISPLAY CARD and 
PRICE TICKET SERVICE 
Includes each month several 
hundred Display Cards and Price 
Tickets in up to 5 colors, many 
with powerful sales copy. Con- 
fined to ONE jeweler in a com- 
munity. $6.45 a month on yearly 
basis. Write for Service today on 


10 DAYS FREE TRIAL 
WOLFSHEIM & SACHS wwe. 










Dept. J, 20 West 47 St., New York 


wine 
te &c Cy 
COLT ORE) PEARLS 
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MAX GROSS & CO. 
CERTIFIED PUBLIC ACCOUNTANTS 


New York, N. Y. 
ISIDORE RUBIN, C.P.A. 


17 John St. 
MAX GROSS, C.P.A. 











s ‘ ”? 
“‘ Fine English 
SILVER POLISH 
Tested and approved by leading silver 
houses—Amazing Working qualities— 
Finest—Most Efficient Polish developed 
by latest scientific research—Sold in 
bulk for trade—retail sales. 

8 oz. bottle 50¢ Keystone List. 
Write for free sample. 
WONDER CHEMICAL CO. 
545 Third Ave. Brooklyn, N. Y. 











— WATCH REPAIRING — 
For the Trade 
Prompt Accurate Service 
EXCHANGE WATCH REPAIR CO. 


155 CANAL ST. NEW YORK 








GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO.,Inc. 


Silversmiths & Platers 
17 W. 45th St. 
New York City 


“22 years at the same 
address” 





(Before) 
(After ) 

















ELGIN & BELMAR 


WATCHES 


LOUIS SICKLES 


1015 Chestnut St,, Philadelphia, Pa. 


‘Wholesale Distributorstothe Trade” 











Fd IRNKIL TON 


HAND MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X. ZIRNKILTON 24itait-87 


PHILADELPHIA 














BYARD F. BROGAN 


Manubacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street Philadelphia 











eSile 
8 pumonns dey, aLER ‘y 
Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 


906 Chestnut Street, Philadelphia 








JUST OFF PRESS! 


Our 1940-1941 Catalog 
FEATURING 
Swiss and American 
Genuine Watch Materials 
Watch Cases—Watch Bracelets 
Watch Straps—Tilmore Watches 
SEND FOR YOUR COPY 
CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


134 S. 8th St. Philadelphia, Pa. 











ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks — 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 

















q J. E. Caldwell & Co., Chestnut St. at 
Broad, attracted considerable attention 
Nov. 25 to 30 by the display of a $5,000, 
22-piece solid silver service which will be 
presented to the naval cruiser, U. S. S. 
Philadelphia, the next time the vessel is 
in port. The service was executed by the 
Caldwell firm and placed on exhibition 
the entire week in the center of the floor 
space near the Chestnut Street entrance. 
Appropriately, it was on view the week- 
end of the annual Army-Navy football 
game here and was seen by numerous 
Naval Academy students and supporters. 
The service includes a 4-gal. punch bowl, 
a 214-gal, tea urn, candelabra and sev- 
eral large bowls and platters. The gift 
was sponsored by the Junior Chamber of 
Commerce and contributions were made 
by public school children, the Maritime 
Society and other groups. The U. S. S. 
Philadelphia, like the silver service, was 
built in this city. 

4 Members of the Horological Guild of 
Philadelphia will hear an address by 
Robert Franks, Philadelphia collector of 
timepieces, when they meet Jan. 7 at the 
Franklin Institute. Mr. Roberts will 
speak on antique and modern clocks. All 
members of the guild have been invited 
to bring watchmakers or jewelers not 
now members of the organization to the 


meeting. 
@ Wholesale jewelry sales in Eastern and 
Central Pennsylvania, Southern New 


Jersey and Delaware increased 22 per 
cent for the first 10 months of 1940 over 
the same period in 1939, the Philadelphia 
Federal Reserve Bank reported in Decem- 
ber. For October, the last month for 
which a comparison was made, sales 
dropped 25 per cent from September 
and 1 per cent from October, 1939. 

q Two men who smashed the window 
and took watches from the Morris 
Jewelry Store, 519 Market St., Chester, 
on Nov. 27, were arrested a few hours 
later in a Philadelphia taproom after de- 
tectives became suspicious of their ac- 
tions and trailed them to the bar. Au- 
thorities said the suspects were attempt- 
ing to sell the loot. Twenty-eight watches 
were found in a bag in the men’s pos- 
session. 


Philadelphia R.J.A. Expanding 


The annual election of officers of the 
Philadelphia R.J.A. was scheduled to be 
held in January on a date not deter- 
mined prior to press time. Formed a 
year ago to combat catalog and whole- 
sale-retail selling, the organization was 
led during its first 12 months by Ralph 
Huberman, jeweler at 109 S. 11th St. 

The group has intensified its efforts to 
expand throughout Eastern Pennsylva- 
nia so as to take in representative retail 
jewelers in this section of the Common- 
wealth, according to Edwin S. Malmed. 
executive secretary. Mr. Malmed visited 
the Reading, Pa., Jewelers’ Guild late in 
November and reported the members of 
that organization expressed an interest 
in joining the Philadelphia association. 

It is the hope of the association to 
consolidate membership in Norristown 
and Chester, where it already has repre- 
sentation, and to obtain members in such 
key up-state cities as Reading, Scran- 
ton. Wilkes-Barre, Allentown, Easton, 
Bethlehem and Harrisburg. It has a 
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with the 


working 
Jewelers’ Association of Western Penn. 
sylvania to cover the entire Common- 
wealth between them. 


agreement Retail 


L. & C. Mayers Hearing to Be Held 
In Philadelphia at Early Date 


Philadelphia retail jewelers last month 
expected a hearing in U. S. District 
Court, either late in December or early 
in January, on a suit they brought as 
members of the Philadelphia R.J.A, 
against the L. & C. Mayers Co. of New 
York under the Pennsylvania Fair Trade 
Act. 

Originally filed in Common Pleas 
Court, the suit was transferred to fed- 
eral jurisdiction late in November on the 
appeal of the defendant company. Judge 
James L. Crumlish, of the Common 
Pleas bench, ruled both state and federal 
courts had jurisdiction, but acceded to 
the company’s’ request for the shift. 

The Mayers firm is charged with sell- 
ing Bulova watches and other articles 
below standard retail prices through its 
catalog. Universal Camera Corp. prod- 
ucts, Keystone Camera Co. goods, Oneida 
and International Silver Co. ‘silverware 
also are mentioned in the suit. The com- 
pany asked for a transfer of the case to 
federal court because of the location of 
its principal office in New York City, 
outside Pennsylvania. 

A. Albert Feldman, attorney repre- 
senting Philadelphia R.J.A. members, 
declared that the firm in December was 
circulating a new catalog although it had 
agreed to suspend circulation of its then 
current catalog when the suit was filed 
last fall. The company was allowed 380 
days to transfer its case to federal court 
and an additional five days to file an 
answer to the bill against it, Feldman 
said. 





8 Pennsylvania Stores Chartered 


Rae M. Handler, Evelyn M. Whisler 
and Earl Handler, of 18 N. 3rd St., Har- 
risburg, Pa., have been granted state 
charters for eight companies using the 
name of Royal Jewelers of the places 
where located. They are listed to do 
business in Harrisburg, York, Hanover, 
Pottstown, Millersburg, Gettysburg, 
Chambersburg and Lewistown. The au- 
thorized capital in each instance is $10,- 
000. In addition, the stores will deal in 
radios and electrical appliances. 








BOWMAN 


~ Courses for Success fer 
Watchmakers 
Engravers, Jewelers 
Write for free book “Your 
Future and Our School” 
pak JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 

















College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 


Philadelphia 
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Thomas S. Poole, Inc., and Levy-An- 
derson Co. are sharing new quarters in 
a building in the Manucenter, Providence. 

L. G. Balfour, head of L. G. Balfour 
& Co. Attleboro, has been re-elected 
chairman of the National Inter-fraternity 
Conference. 

The annual meeting of the Jewelers 
Board of Trade will be held Jan. 24, ac- 
cording to an announcement made by 
Horace Peck, secretary. 

Robert Knox, assistant secretary of 
the Jewelers Board of Trade, plans to be 
in Chicago during the week of Jan. 5 
and will attend the annual NWJA Mid- 
West Market Week. 

+ Incorporation papers have been filed 
here for the firm of E. Max Weiss, Inc., 
by Edwin B. Tetlow, Clara E. Waterman 
and Helen Waterhouse. The concern 
will deal in precious stones and jewelers 
supplies and will be capitalized at $10,000. 
q Payrolls in the Rhode Island manu- 
facturing jewelry and silverware indus- 
try of Rhode Island during the month 
of November showed an incease of more 
than five per cent as compared with the 
like period of 1939. The November total 
was slightly below that during the pre- 
vious month. 

q Sharp increases in jewelry sales in 
Rhode Island during the five-year period 
from 1935 to 1939 are shown in the latest 
report of the Bureau of Census. The 
survey shows that in 1939 there were 78 
retail jewelry establishments in this state 
with sales during that year totaling $3,- 
085,000. This total represented a gain 
from the 1935 level of appoximately 72.5 
per cent. 

q The Attleboro Jewelry Trade School, 
supported by the manufacturers of Attle- 
boro, with the assistance of State and 
Federal contributions, will be enlarged 
by the hiring of additional floor space, 
it was announced recently. The increase 
in facilities was made possible by the 
action of school authorities in making 
available additional funds for the school. 
Attleboro manufacturers have subscribed 
$6000 for equipment needed for the ex- 
pansion. 

q Rumors persist in local jewelry manu- 
facturing circles regarding the identity 
of the purchaser of the Theodore W. 
Foster & Bro. Co. property for a price 
of $60,000. Report has it that the plant 
will be used for the manufacture of de- 
fense equipment and that the purchaser 
has already received a large defense 
order. The sale was authorized in Su- 
perior Court, Nov. 20, but at that time 
counsel for the purchase stated that the 
plant would be used for the manufacture 
of jewelry and that employment would 
“in all probability” be increased sharply 
under the new management. 
















22 Patterns Sterling Silver 

ANCHESTER 
SILVER COMPANY 

Rhode Island 
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4A group of traveling associates of 
Elmer S. Smith of Walter E. Hayward 
Co., Attleboro, Mass., jewelry manufac- 
turers, staged a dinner at Dreyfus Cha- 
teau on Dec. 10, in celebration of the 
return to active territorial representation 
of this stalwart, lovable and well-known 
sales representative, whose experience 
covers 30 years with the Hayward Co. 
A year ago Smithy retired from the 
selling end, taking an inside factory posi- 
tion, but the urge to return to the road 
got the better of him with the result that 
he resumes his old duties of representing 
the Hayward Co. in the Middle West, 
South and Coast on Jan. 1. Those pres- 
ent, who wished him the best of luck, 
included Nelson McCormick and Roy 
Metcalf of Plainville Stock Co., Arthur 
Patterson of Pitman & Keeler, Mack 
Forman and Morey Gold of Marathon 
Co,. George Kissick of H. F. Batrows 
Co., Dan Childs of Bliss Bros. Co. and 
George Fox, of D. F. Briggs Co. 





Need for Defense Teamwork Shown 
By Long Delay in Navy Clock Order 


How the Navy Department encoun- 
tered a four months delay in ordering 
2000 aircraft clocks under the Walsh- 
Healey Public Contracts Act has been 
described to the Secretary of the Navy 
by Rear Admiral Ray Spear, chief of the 
Bureau of Supplies and Accounts. The 
admiral in his annual report attributed 
the delay to the refusal of the Depart- 
ment of Labor to grant an exemption 
under the act, which prescribes maxi- 
mum hours and sets up machinery for 
fixing minimum wages for companies 
working on Government contracts. 

Out of 25 possible sources of supply, 
only one company bid on the clock order 
but it inserted a proviso that the Walsh- 
Healey labor requirements be waived, 
Admiral Spear wrote. Despite a Navy 
Department request that the bidder’s 
wishes be granted, this was refused by 
the Secretary of Labor, who then at- 
tempted to negotiate a contract with 
another company. 

When the new bid was opened by the 
Navy it was revealed that the clocks of- 
fered were largely of foreign manufac- 
ture and Navy purchasing officers were 
forced to turn down the bid. After 
four months delay, the Labor Depart- 
ment, Admiral Spear continued, finally 
consented to the exemption. 

L. Metcalfe Walling, administrator of 
the Walsh-Healey Act, was prompt to 
take exception to the Navy’s criticism, 
insisting that out of the four months 
consumed in making the contract the 
matter was pending in the Labor De- 
partment only seven days. 





Box, Case Products on the Increase 


The 1939 Census of Manufacturers 
states that 132 establishments in 1939 
were engaged in the manufacture of 
jewelry cases, fancy boxes and trays for 
jewelry, instruments, eye-glasses, combs, 
toilet sets and the like, compared with 
91 factories in 1937. The value of prod- 
ucts of the industry for 1939 amounted 
to $16,670,434, an increase of 36.6 per 
cent over 1937. 
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For THE DINNER 
ot BANQUET TABLE 


What could be more appropriate in these 
times? Silk flag, 4 x 6 inches. Raises 
and lowers on gold colored halyards. 
Staff 13'/, inches high. Solid metal base, 
all chromium plated. $7.20 dozen, F. O. B. 
Factory. 


OHLSON 


METAL PRODUCTS CO. 
WALTHAM, MASSACHUSETTS 








BLACK ONYX 


Ringstones—All Sizes 





Flats, Buff Tops and Cabachons, 
also Slabs 





Orders given Prompt Attention 


JUCHEM BROTHERS 
315 West 5th St. 
Los Angeles, Calif. 























harms in Illustrated Catalog on request 
250 ELLE. MFG. CO., ATTLEBORO, MASS. 








REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 





























































Greetings 


and our sincere thanks 
for making 1940 the 
outstanding year in our 
history. 


As we enter our forty- 
fourth year, may we 
merit a continuance of 
your confidence and 
friendship. 


J. Engel & Co., Ine. 


BALTIMORE, MD. 





I 9 4 I 








Kenner 
"deslaunile 
Piwtlens. 





Zl WEST 
BALTIMORE ST. 


BALTIMORE, MD. 
“AN INSTITUTION 
of DEPENDABILITY’”’ 


ESTABLISHED 1885 





ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY @ 

5 HOPKINS PLACE, BALTIMORE, MD. 








fi. G. Schultz Company 


—BETTER STERLING HOLLOWWARE— 
a) | 
RK 


423 E. Lombard St. Baltimore, Md. 











HOLLOWWARE—FLATWARE 


REPLATED — REPAIRED 
A Finer Grade of Work by Experienced Craftsmen 


SYRACUSE SILVER COMPANY 
107 N. FRANKLIN ST., SYRACUSE, N. Y. 











q Robert L. Atkins, credit manager of 
Arthur A. Everts Co., was elected presi- 
dent of the Dallas Retail Credit Men’s 
Association, Dec. 5. 

q The American Jewelry Co., a whole- 
sale corporation, is established in quar- 
ters on the second floor of 211 W. Balti- 
more St., Baltimore. 

q F. H. Schomberg, of Schomberg and 
Son, prominent Columbus, Ga., retail 
jewelers, has been re-elected president 
of the Chattahoochee Valley Exposition 
Association. 

@ Roy Norvall and Mrs. Henry Allen 
have resigned as members of the sales 
force of the Claude S. Bennett Co., At- 
lanta, to accept positions with Myron KE. 
Freeman and Bro., 103 Peachtree St., 
N. E., the same city. 

q Benson Freeman, Jr., formerly vice- 
president and general manager of Myron 
EK. Freeman and Bro., Atlanta, is now 
associated with R. C. Schneider and Son 
at 109 Peachtree St. Mr. Freeman re- 
signed his old position some months ago. 
4 The Withers Gem and Mining Co. has 
changed its name to Withers of Atlanta 
and has moved from 228 Peachtree Ar- 
cade Bldg., where it was established last 
Spring, into new and larger quarters at 
63 Broad St., N. E. Gilbert P. Withers 
is president and general manager. 

4q Three men who took part in the raid 
on the Castelberg Jewelry Co. store at 
Lexington St. and Park Ave., Baltimore, 
on the night of Nov. 6 last were sen- 
tenced to from five to 10 years in penal 
institutions on Dec. 12. Rings were dis- 
posed of in the city for $700 and the 
watches were taken to Philadelphia and 
sold. 

4q A short session was held by the Atlanta 
Watchmakers’ Guild on Dec. 3, at the 
Herren Restaurant. Following an in- 
formal dinner, a short business session 
was presided over by Harley Strong. 
Four new members were elected. The 
meeting closed with the showing of a 
special film from the U.H.A.A. Sixteen 
members of the guiid were present. 

q Alex M. Goodman has been named 
manager of the Tom Cook Jewelry Co., 
603 Cherry St., Macon, Ga., while J. Tom 
Cook, president of the company, is en- 
gaged in active military service. Mr. 
Goodman has been engaged in the jew- 
elry business in Macon for the past 26 
years, and has been associated with the 
Tom Cook Jewelry Co. for the past two 
years. 

q Harley Strong, president of the At- 
lanta Watchmakers’ Guild and prominent 
Atlanta watchmaker, has resigned from 
the Claude S. Bennett Jewelry Co. to 
become manager of the watch depart- 
ment for Holzman’s, Inc., 29 Broad St., 
S.W. Mr. Strong has had 25 years’ ex- 
perience “at the bench” and during the 
World War served as an _ instrument 
technician in the U. S. Army Air Corps. 
q The James R. Armiger Co., one of 
Baltimore’s leading jewelry establish- 
ments, has added Edmund Warren Doo- 
little to its sales staff. Mr. Doolittle was 
until recently in the social stationery de- 
partment of Lycett, Inc., diagonally 
across the street from the Armiger em- 
porium, and has gained a wide acquaint- 
ance among the fashionables of the 
Monumental City. The appointment fol- 
lows closely the death of Arthur E. 
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Pearson, a brother of S. Frank Pearson 
the head of the house. : 
q After being engaged in the jewelry 
business in Baltimore for 35 years, S, 
Judson Mealy on Nov. 27 transfered his 
activities to the new store of the Mayor 
Jewelry Co., on Main St., Dayton, ‘0, 
which has just been opened and which 
was fitted up in sumptuous style at ap 
expenditure of about $40,000. Mr. Mealy 
has a responsible position with the com- 
pany. His business at 331 N. Charles 
St., on the same floor as the salesroom 
of the Schofield Co., silverware manufac. 
turer, has been taken over by William J, 
Hohmann, who has been with Mr. Mealy 
for 31 years and has become widely 
known in the retail trade. ‘ 





Refiners Consolidate 


The Southwest Smelting & Refining 
Co. consolidated with the American 
Gold & Silver Refining Co., formerly at 
235 W. 12th St., Fort Worth, on Dee. 16, 
and the business is now conducted under 
the former name and plant at 1809 Main 
St., Dallas, Texas. The American (Co, 
was founded in 1922 and the Southwest 
Co. was active in Fort Worth and Dallas 
since 1931, and has shown a_ steady 
growth in business volume, assets and 
equipment, and its reputation for fair 
dealing has been established in the region. 


Study Credit Legislation 


q While the legal provisions which gov- 
ern the operation of pawnbrokers, the 
replevying of goods and other processes 
that affect the installment business have 
been and are of less concern to the 
jewelers who do business on the time 
payment plan than to the merchant en- 
gaged in other lines, they are none the 
less interested in a movement which has 
gotten under way to present before the 
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Change seasonal '‘'slumps'' 
into seasonal "jumps." : 
Handle the U. S. Jewelry 
line . . . a@ business build- 

ing line because it brings 

to you FIRST, every new, 
beautiful, and _ practical 
idea in quality jewelry. 
That's what 
your customers 
want! Write for 
a showing, to- 
day. 


. 





IMPORTERS OF EASTON WATCHES 
to retail at $9.75 up 
Write for an illustrated Easton Catalog 


USSEVEERY CO 


Baltimore & Liberty Sts., Baltimore, Maryland 
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Maryland General Assembly, when it 
meets in biennial session next month, a 
measure to surround this business with 
ereater safeguards for the merchant as 
well as for the customer. Such a statute 
has been receiving careful consideration 
in recent weeks, with members of the 
Baltimore Retail Jewelers Association 
taking an active part in the delibera- 
tions. It is proposed to have the legisla- 
ture enact a bill similar to statutes in 
other states which shall throw greater 
safeguards around the repossession of 
goods under default and also protect the 
interests of the buyer who may find him- 
self temporarily unable to meet the re- 
maining installments, as well as to make 
it easier for the merchants to identify 
and recover any merchandise that may 
have been pawned. Representatives of 
the installment houses have been confer- 
ring with the state senators who make 
up the council engaged in preparing pro- 
posed legislation, and a tentative mea- 
sure to accomplish the purpose in view 
has been drawn up. This draft will be 
put into final shape against the time the 
legislature convenes. Among those who 
have been active in the conferences held 
in Baltimore was H. J. Schwarz, the 
president of the Jewelers’ Association. 


7845 Items of Jewelry, Watches 
Hocked In Kansas City In Month 


A revelation of the volume of business 
done by pawnshops and_ second-hand 
stores was recently made by Chief of Po- 
lice L. B. Reed, of Kansas City, Mo., in 
reporting to his City Council. He re- 
ported that 31 pawnshops and 46 second- 
hand stores in Kansas City lent money 
on 4235 pieces of jewelry, 3610 watches, 
26,463 articles of clothing and 14,620 
household appliances, during the month 
of November. In all the articles were 
pawned for $96,604. 

The chief's testimony was made in re- 
gard to a proposed ordinance which 
would require pawnbrokers to obtain the 
right thumb print of persons who pawn 
jewelry or other articles. The ordinance, 
similar to those in force in other cities 
and of great value to the police, accord- 


ing to Chief Reed, was taken under 
advisement. 
An attorney representing a pawn- 


broker questioned the constitutionality 
of the measure, stating that it would have 
a tendency to drive pawnbrokers in Kan- 
sas City out of business since “thousands 
of persons feel there is a stigma about 
fingerprinting.” 


Refiners' Activity Expands 


The 1939 Census of Manufacturers re- 
veals 66 establishments primarily engaged 
in the secondary smelting, refining and 
alloying of precious metals, principally 
for use of jewelers and silversmiths, from 
bullion, sweepings, scrap and old gold, 
silver and platinum. Production from 
the ore is not included. 

The value of products of the industry 
for 1939 amounted to $101,783,864, an in- 
crease of 10.5 per cent as compared with 
$92,093,302 reported for 1937. Wage 
earners primarily engaged in manufac- 
a in this industry in 1939 numbered 
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Southeastern ANRJA Convention 
Plans Furthered; Chairmen Appointed 


The committee in charge of arrange- 
ments for the Southeastern Regional 
ANRJA Convention, to be held at the 
Hotel Ansley, Atlanta, Ga., March 30 to 
April 2, met there Nov. 12. Arrangements 
were made for preliminary financing of 
the convention; committee personnels 
were still further rounded out, and the 
duties of each committee outlined. 

New committee chairman appointed 
were: H. Armin Maier, as chairman of 
the banquet and dance committee; Ern- 
est P. Tomlinson, chairman of the golf 
committee; Mrs. Phillips, with R. C. 
Schneider & Son, chairman of the 
ladies’ entertainment committee; Claude 
S. Bennett, chairman of the reception 
committee, and Roy Moore, with Ewing 
Bros., wholesale jewelers, chairman of 
the registration committee. 

A proposal to hold a style show under 
the direction of June Hamilton Rhodes 
was abandoned, with the destruction by 
fire of the Atlanta auditorium-armory, 
where the show would have been held. 

It was decided, however, to have dis- 
plays in connection with the convention 
and there will be 22 display booths avail- 
able to manufacturers. 

The convention registration fee of $5 
will cover a pre-convention party; the 
banquet, dance and floor show; a ladies’ 
luncheon; a theater party for the ladies 
and a sight-seeing tour to include Atlan- 
ta’s famous Cyclorama and Stone Moun- 
tain. A $3 golf fee, in addition, will 
cover transportation to and from the 





East Lake Country Club, the home golf | 


course of Bobby Jones, the greens fee, 
the caddy fee and luncheon at the club. 





St. Louis Guild Holds Fall Frolic 


Greater St. Louis Horological Guild 
was host to its members and friends, 250 
attending, at the annual fall frolic and 
dance, held at the K. of C. Hall in No- 
vember. The next meeting will be held 
Tuesday, Jan. 14, at which time an elec- 
tion will be held. A revision of plans 
calling for the formation of a guild at 
both Joplin and Springfield, instead of 
one guild embracing the two cities, has 
been made. 


New Watchmakers Guild 


Officers of the newly-organized South- 
west Missouri Watchmakers’ Guild are: 
Lloyd Kavanaugh, Springfield, president ; 
Floyd Underwood, vice-president; Ray- 
mond Zerr, Springfield, secretary; Floyd 
Pruitt, Springfield, treasurer, and W. R. 
Hastings, Joplin; Tony Drachenberg, 
Webb City; Charles R. Percival, Thayer; 
J. B. Hauber, Mountain Grove, and 
Archie Wharton, Aurora, directors. 


Curb on Jewelry Auctions 


The city commission of Clearwater, 
Fla., enacted an ordinance designed to 
curb jewelry auctions. It was recom- 
mended by the Florida R.J.A. and is 
modeled on a Tampa ordinance. The li- 
cense fees it sets are so high as to virtu- 
ally make such sales prohibitive. 
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$ CASH $ 


WE pay highest cash prices for all 
kinds of solid silver, flat and hollow 
ware, new and used, active and 
obsolete. 

@ Send us your trade-ins and odds 
and ends which you wish to close 
out and you will be agreeably sur- 
prised. Check mailed same day 
shipment is received and silver held 
intact awaiting your decision. @ In 
case shipment is returned, we insure 
it and pay transportation charges. 
@ No shipment too large or too 
small for our prompt attention. 


JULIUS GOODMAN & SON 


77 Madison St. 
Memphis, Tennessee 
Reference: First National Bank, Memphis. 


We cooperate with jewelers wishing obso- 
lete and inactive patterns. 





Double Your 





Bridal Business 


Make Your Store Bridal Headquarters 
Low price on the au- 
thoritative book of 
bridal etiquette — 
adds prestige — builds 
business —- endorsed 
by jewelers, ready-to- 
wear and department 
stores, libraries, col- 
leges, newspapers. 

Answers 1,000 ques- 








tions: Rings, bridal 
gowns, gifts, flowers, 
ceremony, guests, 
clothes, diagrams, 
$40 per 100 lists, 90-day calendar, 
$1 per Copy 96 pages, illustrated, 

Gift Record. 

Sallie Newton 

5820 S. Galvez St. New Orleans, La. 








A COMPLETE 
SUPPLY SERVICE 


Patronize the house that gives 
you the best service. Send your 
mail orders where they will be 
most accurately filled. Try us. 
“The price is the same— 
The service is better.” 


FISHER’S SUPPLY HOUSE 
411 First St. Roanoke, Va. 




















PEARLS FIT FOR A QUEEN... 
From the South Seas and the 


Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 


Imperial Pearl Syndicate 
607 Fifth Ave. New. York 
5 No. Wabash Ave. Chicago 
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SWARTZ & CO. 
®) JEWELERS’ FINDINGS ®) 
CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 


10 S. Wabash Ave. Chicago, Ill. 
JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 

Which Case Rgbaning JU 
BECKER-HECKMAN CO. o 


NOBLE 
TROPHIES — MEDALS 
JEWELRY TRADE 
535-559 W. 59th St., Chicago 
OUR WORK COSTS NO MORE 

ORDIN ORK 
28 E. Madisen St. 


CHICAGO, ILL 








If you want QUALITY use 


FULLERS ® FINDINGS 


For 82 Years known as the 
— BEST QUALITY — 


ORDER FROM YOUR JOBBER 








IMPROVED 


WATCH DIAL REFINISHING 


A SERVICE OF SATISFACTION 
Oldest Company in Middle Weat 


Cc. B. RICH 
CENTRAL DIAL CO. 








CHICAGO, ILL. — LACROSSE, WISC. — 
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DIAMONDS 
Bought - Sold - Buoted 
M.Y. FINKELMAN 


aes “eS * 


Diamonds and Fine Jewel y 
29 EAST MADISON STR 




















CHICAGO 


q C. E. Ellis, 60, for many years head of 
the polishing department of Becker- 
Heckman Co., at 29 E. Madison St., died 
Nov. 28 at his home in Elgin, IIl., after 
a brief illness. 


q Diamond Blitz Co., distributors of 
hand bags and costume jewelry, located 
for many years at 506 S. Wells St., have 
moved to more convenient and efficient 
quarters at 206 S. Market St. 


q Morris Trovstein, accountant for 
Helfer-Patzwald Co., became ill during a 
vacation in Hot Springs, Ark., and re- 
turned to his home, 7340 Yates St., where 
he died of heart attack Dec. 23. 


q Four of Marshall Field & Co.’s 24 em- 
ployees who have been with the Chicago 
department store for 50 years or more, 
are members of the watch service staff. 
They are: Louis Carlson, Nicholas Hill, 
Frank Waschbusch and John Wennberg. 


q The Jewelers Club of Chicago held 
open house at its club rooms in the Pitts- 
field Bldg. on Dec. 24 from noon until 
the last guest left for home to help fix 
up the family Christmas tree. About 200 
members and guests participated in the 
festivities. 


q John G. Leiner, Benj. Allen & Co., 
who has been very active as chairman of 
the membership committee of the Illinois 
Athletic Club of Chicago during the past 
year, was promoted at the annual meet- 
ing of the club last month and is now 
vice-president of the club and chairman 
of the house committee. 


q Lossau & Kramer, wholesale jewelers, 


California Trade Anticipating 
Excellent Year on Basis 
Of Growing Industrial Activity 


The conviction of the Southern Cali- 
fornia jewelry trade that they arc 
facing satisfactory business conditions is 
strengthened by the current report of 
the Security-First National Bank of I.os 
Angeles, which said in part: “The expan- 
sion of Southern California business un- 
der the forced draft of defense activities 
is accelerating in pace and spreading in 
scope. Reports are extremelv favorable, 
not only for the defense industries, but 
also for other important lines, including 
commercial and residential building and 
many consumers’ goods. 

“Business developments of the past 
month were predominantly on the side 
of expansion and included (1) passage 
of the $1,000,000,000 mark in unfilled or- 
ders held by local aircraft companies, 
(2) important enlargement of local ship- 
building program, (3) a new high level 
for commercial and residential construc- 
tion, (4) strong public demand for 1941 
automobiles, (5) further increases lifting 
activities at steel mills and steel fabri- 
cating shops to near capacity levels, (6) 
orders for record quantities of locally 
manufactured furniture, (7) a new all- 
time high in demand deposits in Los An- 
geles banks, and (8) a pronounced rise 
in bank debits in Los Angeles and sur- 
rounding cities. 

“The net result of these influences 
upon this bank’s index of Southern Cali- 
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Siesom 


located on the 9th floor of the Hey- 
worth Bldg. for many years, have leased 
the space formerly occupied by Graffe & 
Stanek in the same building and will o¢. 
cupy the new quarters as soon as altera- 
tions are completed. The change gives 
the company over 50 per cent additional 
floor space to take care of their rapidly 
growing business. 


q The Wechter Co. is the name of a new 
wholesale house in Chicago, located jp 
room 1114A of the Heyworth Bldg., 29 
E. Madison St. Nandor Wechter, for- . 
merly of S. Wechter Co. and Louis 
Wechter, formerly of Louisville, Ky,, 
have formed a partnership for the dis- 
tribution of diamonds, rings, mountings 
and watches, as of Jan. 1. Both men are 
well known in the trade and have large 
followings among retail jewelers. 


q Early in December the nominating 
committee of the Jewelers Club, of Chi- 
cago, consisting of Joseph Schlapik, 
chairman; Guy V. Dickinson, Fred 
Gottlieb, Sol Cogan and Frank Moran, 
submitted a slate to be acted upon at the 
annual meeting on Jan. 21. The slate was 
headed by Allen B. Pinero, Le Stage 
Mfg. Co., who immediately hied himself 
to his favorite resort in the North Woods 
and when he returned spread a venison 
luncheon for the members, thereby as- 
suring the success of the ticket. Other 
nominations are: Jack Casey, National 
Jeweler, vice-president; Dave Newman, 


David E. Newman Co., treasurer, and 
Charles Burley, Benj. Allen & Co, 
secretary. 


fornia business has been a sharp rise to 
a new recovery high. Major aircraft 
companies in Los Angeles County al- 
ready have plans calling for approxi- 
mately 45,000 new workers, doubling 
their present employment within a year. 
The implications of the present employ- 
ment outlook are far-reaching. Mer- 
chants anticipate a good market for 
moderate-cost consumer goods of all 
types.” 


Golden State Group Elects 


Officers elected by the Southeast R.J.A. 
of California, at its November meeting, 
held at Huntington Park and attended 
by nearly 60, were: Martin Thomas, 
Huntington Park, president; Dr. A. J. 
Sudbury, Los Angeles, vice-president; 
and Jerry Ostermeier, Huntington Park, 
secretary-treasurer. George R. Finley, 
Compton, president of the California 
R.J.A., and Arthur Dibbern, Glendale, 
executive secretary of the state group, 
were guests. S. P. Dayton, Los Angeles, 
co-chairman of the meeting, provided 
entertainment with movies. 














SILVER 


SILVERLING poiiss 


Est. 1909—A liquid with pleasant odor that is harmless 
to Silver, Hands, or Health. Not abrasive or explosive. 
No washing. Slight effort. 8-oz. bottle $3.00 Doz. 
delivered, your imprint on free samples. Price on label, 
50 cts. Your name on Postal for more information to 


SILVERLING, 1215 E. Republic St., Peoria, Ill. 
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REMODELINGS 





Name and Address 


huler’s, Inc. 
a Broadway, Bayonne, N. J. 
Baer’s Credit Jewelers 
Valdosta, Ga. ; 
E. Behringer, Diamonds, Inc. 
‘931 Brisbane Bldg., Buffalo, N. Y. 
Leo Bigler 
Edmore, Pa. 
». Boyer 
Pent Clemens, Mich 
SS SEEMED. & 0:4) e-o/ ku 0 aohe WG ES ea 6 wee O 
Bre W. 7th St., Los Angeles, Cal. 
Brown’s Jewelry Store ................. 
410 Center Ave., Brownwood, Texas 
C.F.’s Jewelry Co. 
217 Main St., Covington, Va. 
Community Jewelers 
Grove & Spring Sts., Elgin, Ill. 
Crescent Jewelry Co. 
306 Main St., Little Rock, Ark. 
Duval Jewelry Co. 
111-113 Main St., Jacksonville, Fla. 
Field’s Jewelry Store 
190 N. Main St., Barre, Vt. 
B. Goodstein, Jeweler 
908 N. 8th St., Sheboygan, Wis. 
William Gordon, Inc. 
27 Atlantic St., Stamford, Conn. 
Hands & Son 
Iowa City, Iowa 
Charles H. Johnson 
107 2nd Ave., S. W., Puyallun, Wash. 


J. R. Jones’ Sons & Co., Dept. Store ..... 


Kalamazoo. Mich. 
William F. Jones 
Huntington, Ind. 
I 108 ws ad's os 6 Wi as 0 ty rere whan ele alae 

239 Euclid Ave., Cleveland, Ohio 
Kennedy’s Jewelry Store 
Lufkin, Texas 
M. J. Kittredge 
1354 Main St., Springfield, Mass. 
Oscar H. Koford 
Kalispell, Mont. 


ng’s 
216 Main St., Jacksonville, Texas 


EPI O55 nga gale: Wi tela/h Gtuseie aie kd uck & WO OD Remodeled Same 
201 W. Jefferson St., Bloomington, I) 
| a errr reer ee -- New location Same 
113 E. 4th St., Charlotte, N. C. 
I MEIN 6rd Si We nie eh id 6 kw Wl oR ORR eee New front 
Auburn, Cal. 
MEPMOTGING JOWGIOFS ooccc icc cccccccssvvcee Doubled space 
Hutchinson, Kan. 
IED ao rar naa a ae esc wie a Shae oe cee Remodeled Ed H. Naylor 
105 N. Greenlead Ave., Whittier, Cal. 
ON 6a. a oo Sx Au. ola ade Vee era's Siem ees New quarters Same 
713 Sansom St., Philadelphia, Pa. 
Bere COG JOWGIOTS .n cc iiccccecseccccscs New location Frank Pitt 
Stone Ave. & Congress St., Tucson, Ariz. 
MEIN 5a 2a ce urns wee nia drat claueeielsic axel Expanding store George R. Randolph 
300 Post St., San Francisco, Cal. 
RR Oe a eee Modernized Bernard R. Schwartz 
177 E. Front St., Plainfield, N. J. 
I CMR oa vast tbc coo sds wees .- Enlarged Sam Goldberg 


161 3rd St., Baton Rouge, La. 
mMoume@on Jewelry Co. 2.2... ccc ccc ccees 
Jefferson St., Fairmunt, W. Va. 
ED EVOR, BRO. occ cccceciccecesesis 
12 E. 3rd St., Jamestown, N. Y. 
MI MINOR 5c. <a 0. ccouiwocaie ooiale 8 oe 
3314 Eastern Ave., Baltimore, Md. 
Beer JOWGlES CO, ooo cciccewcecsecewes 
303 N. 7th St., St. Louis, Mo. 
TT re 
28 S. Court St., Sullivan, Ind. 
Whitehouse Gift & Jewelry Shop 
31 N. Broad St., Norwich, N. Y. 
Re a a nr 
Wichita Falls, Texas 


. +++ New location 


...+ Modernized 
..«+ Modernized 
..+« Modernized 


AND REMOVALS 
Feature Owner or Manager 
. +++ New location Sol A. Altschuler 


..++«New location 


Peter E. Behringer 


...- Remodeling Same 
..++ Enlarged R. E. Boyer 
...+« New interior, 
lighting 
..++«New location J. L. Brown 
...» New location Clyde M. Feamster 
...+« Modernized 
..++New location D. M. Stewart, mer. 
. +++ Remodeled Cc. L. Wells, genl. mgr. 
-.++New location 
<eaced Yew location B. Goodstein 
...+New location Same 
---+ New front 
- +++ Remodeled Same 
eoond Jewelry dept. Edward Saldecki, mer. 
enlarged 
-.+« Modernized Same 
- +++ Remodeled 
- +++ Remodeled Al & R. A. Kennedy 
-+++Gift balcony Sidnev L. Kittredge, 
mer. 
...++ Remodeled Oscar H. Koford 


..++ New location John Lang 


Ernest Robinson 


Same 


.- +e New location Martin A. Shear 


fearon Yew location Same 
...+ Modernized Earl D. Whitehouse 
...+ Modernized 





Builds Good-will! 


Beautify your windows, increase 
sales with our monthly credit store 
DISPLAY CARD and 
PRICE TICKET SERVICE 
Includes each month several 
hundred Display Cards and Price 
Tickets in up to 5 colors, many 
with powerful sales copy. Con- 
fined to ONE jeweler in a com- 


Dept. J, 20 West 47 St., New York 


BRINGS IN BUSINESS! 













munity. $6.45 a month on yearly d 
basis. Write for Service today on Sing 
10 DAYS FREE TRIAL‘, | a 


WOLFSHEIM & SACHS inc. 








Your JopBer Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 





Romie Stubell, mer. 





More Engraving Firms Today 





THE A. F. SMITH COMPANY 


A Good Name 
FOR OVER 50 YEARS 


WHOLESALE DISTRIBUTORS 
New Location 
Entire Second Floor 


Orpheum Theatre Building 
1513 Harney Street 


OMAHA, NEBRASKA, JU. S. A. 
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Ninety-four concerns were enumerated 
as primarily engraving. chasing and etch- 
ing on jewelry and silverware, notarial 
seals and other nonferrous metal prod- 
ucts for purposes other than printing, in 
the 1989 census of manufacturers. In 
1937 there were 77 such concerns. Pro- 
duction in 1939, valued at $5,863,670. 
represented a decrease of 34 per cent 
from 1937. 


Kay Throws a Party for the Public 


The Kay Jewelry Co., of Peoria, IIl., 
held its seventh annual Christmas party 
with an 11-piece orchestra providing the 
music for dancing. The public could ob- 
tain free tickets by applying at the store. 
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CENTRAL WATCH CO. 
WATCH REPAIRING 


Trade 


for the 
Best Workmanship at Lowest Prices 
Prompt Service 


Wabash Ave. 


5 South 





( hicago. Hl. 





WATCH DIALS 
REFINISHED 


612 METROPOLITAN BLDG. 
DETROIT, 





MICHIGAN DIAL REFINISHING Co. 
MICH. 








McRAE & SHAW 


Radio and Display 


Originators and Producers of 


EXCLUSIVELY FOR JEWELERS 


f-cme WATCH CO. 


S S.WABASH AVE. CHICAGO ILL. 


USED WATCH 
MATERIALS 


1/2 





USED MOVEMENTS 
Good Condition 
Good Dials 


0-Size Elgin, Waltham 
73, $2.00 — 15), $3.00 
16 size Busting 






Open fos THE PRICE OF 
Open’ Fs NEW MATERIALS 

00 — 15] 
Wheels, pinions, 


pallet forks, etc. 
for all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 








"THE OLD SHEPHERD'' RADIO PROGRAM 





168 N. Michigan Ave., Chicago, Ill. 


Advertising Specialists 








DOTVLVD YOd GNIS 


















GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








Jewelry Repairing 
DIAMOND SETTING . ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa 
Telephones: AT.7848 - AT.4959. 











LANDAW BROS. 


Distributors 
Genuine Watch Materials 


and Jewelers’ Supplies 
ALSO JEWELRY BOXES AND WATCH CASES 
406 CLARK BLDG. PITTSBURGH, PA. 








Telephone: AT. 5379 























GOLD and Sil o_? 


Scrap and Wastes 


PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 
* 


GOLD. SILVER, PLATINUM, alloys 
and KARAT GOLDS. etc.. furnishes 











VERNON-BENSHOFF CO. 


933 Ridge Ave. Pittsburgh, Pa. 


















PITTSBURGH | 


q George Senk, Ambridge, Pa., retail 
jeweler, has retired and is now spending 
the winter at Miami Beach, Fla. 

q William Grafner, a member of the 
firm of Grafner Bros., Liberty Ave., re- 
ported a good holiday business in dia- 
monds. 

q.W. A. Perry, jeweler of Okmulgee, 
Okla., was recently elected president of 
the Okmulgee Retail Merchants Asso- 
ciation. 

q Heeren & Co., manufacturing jewelers, 
Duquesne Way, worked nights and Sun- 
days in order to take care of the influx 
of holiday business. 

q.J. Harvey Wattles of Washington, D. 
C., president of W. W. Wattles & Sons 
Co., Wood St., spent a few days in the 
city just prior to Christmas. 

q William J. Sample, vice-president of 
the Grogan Co., Inc., Sixth Ave. and 
Wood St., was confined to his home for 
a few days prior to Christmas due to 
illness. 

q Word comes from Herman Eger, Ali- 
quippa, Pa., retail jeweler, that he is 
recuperating nicely at Miami Beach, Fla., 
where he is convalescing from a recent 
illness. 

q Business boomed at John M. Roberts 
& Sons Co., just prior to the holidays, 
according to J. Loughrey Roberts, head 
of the firm, who reports that trade was 
a little slow in getting under way. 

q Extra police protection was invoked by 
a number of downtown retail jewelers 
during the Christmas rush. A uniformed 
Pinkerton detective was stationed inside 
the entrance of the Grogan Co., Inc. 

q Preparations were made by M. A. Mead 
& Co., Clark Bldg., to feed 400 jewelers 
and members of the trade Sunday after- 
noon, Dec. 22. Last minute shopping by 
jewelers just prior to Christmas saw 
many out-of-town members of the trade 
here that day. 


q Charles Rieckel, the “grand old man of 
the jewelry trade,” recently celebrated 
his 105th birthday, at his home in Cyn- 
thiana, Ky. A_ retired jeweler and 
watchmaker, Mr. Rieckel came to this 
country from Germany at the age of 19. 
He has continued to be an ardent fan of 
the Cincinnati Reds. 

q Joseph DeRoy & Sons was host to 
more than 100 employes of the three 
DeRoy stores at the annual fall party of 
the organization, held at the Concordia 
Club in November. Brief talks were 
given by A. J. DeRoy, Norman J. De- 








THE SAMUEL WEINHAUS COMPANY 


WHOLESALE DISTRIBUTOR 


ELGIN— 


—WALTHAM 





WE HAVE THE INDORSEMENT OF THE 


RETAIL JEWELERS ASSOCIATION 


OF WESTERN PENNSYLVANIA 
"LET'S PULL TO-GETHER"—THAT'S COOPERATION 





THE MOST DIVERSIFIED LINE IN THE TRI-STATE AREA 





808 LIBERTY AVE. 


PITTSBURGH, PENNA. 
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Roy, Edwin K. DeRoy and Ralph L, 
DeRoy. After the banquet the guests 
enjoyed a program of entertainment fo]. 
lowed by dancing. 

q The Moss Jewelry Store, Monessen 
Pa, owned by William H. Moss of that 
city was robbed Dec. 10 of Christmas 
merchandise valued at $15,000 when thieves 
jimmied the front door of the establish. 
ment and scooped up trays of watches 
and jewelry. The robbery was discovered 
by a clerk upon reporting for work the 
following morning. A short time later 
the John H. Motosicke jewelry store, 
Tarentum, Pa., was entered when thieves 
broke a window in a rear door to gain 
entrance to the store. Police officials be- 
lieve the same thieves may have commit- 


ted both robberies. Stocks were not 
insured according to word reaching 
Pittsburgh. 


q Newspaper and radio advertising, as 
well as a large volume of direct mail, 
were employed by Pittsburgh retail jew- 
elers starting six weeks before Christmas, 
Large spaces were used by the credit 
jewelry stores, including a 16-page sup- 
plement in the Pittsburgh Press by 
Joseph De Roy & Sons, which was re- 
printed and distributed in catalog form. 
The William J. Kappel Co. issued a num- 
ber of interesting direct mail pieces, 
including a 32-page highly colored cata- 
log which was widely mailed. Spot radio 
announcements by Hardy & Hayes Co, 
and John M. Roberts & Sons Co. were 
heard frequently each day. The latter 
firm also used many illustrated billboards 
and considerable newspaper space, espe- 
cially in the society sections of the news- 
papers. Hardy & Hayes Co. also used 
some very attractive newspaper adver- 
tisements, all clearly priced, and invited 
the trade to make use of charge accounts, 
An outstanding stunt was a three-page 
spread in the newspapers by the Henry 
Wilkens Co., the first page of which was 
used to announce their Sunday afternoon 
radio broadcast Dec. 15 in co-operation 
with Life magazine. Fritzie Zivic, welter- 
weight champion of the world, who is a 
Pittsburgh boy, was scheduled to appear 
on the Wilkens hour, Sunday afternoon, 
Dec. 22. 


U. S. Imports During October 


Article Number Value 
Watch and_ watch 

movements .... 534,992 $1,606,727 
WAC DOTS cc iicge) wea es 200,312 
Clocks and clock 

movements 1,166 17,786 
Diamonds— 


6,915 cts. 420,522 


Rough uncut 
7,476 cts. 751,821 


Cut, UNSC ..6.8es 


Pearls— 
PIED cos iesieole  aGeleons 9,577 
Cultured or culti- 
MEM Setyeeavnacns.e een eis 41,173 
Other precious and 
semi-precious stones— 
ROUEN, UNENE 0.556 660:5:0% 46,233 
CU INE. ctsloce adeseie 345,586 


Exports of watches and clocks from 
the United States in October showed an 
increase of 37 per cent over the same 
month of 1939, according to the Special- 
ties Division, Department of Commerce. 
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Rupert ANTIN, 35, jewelry salesman 
Antin Jewelry Co., New 
Jov. 2. > 

Orleans, La., drowned on Nov. 25, after 


for the Le Cc. 


the automobile he was driving ran into 
a canal. Antin made his escape from 
the car and answered in the affirmative 
to a question of a witness on the bank 
as to his ability to swim. He then dove 
under the water again, evidently in an 
attempt to recover his valuable jewelry 
samples which were later recovered from 
the submerged auto, and failed to re- 
appear. . ; 

RatpH Berer, associated with C. & E. 
Marshall Co. for more than 20 years, 
during most of which time he was their 
foreign buyer, located in Switzerland, 
died at the home of his brother in New 
York on Nov. 27. He was taken ill while 
on vacation in California and went to 
New York to visit his brother and re- 
cuperate. Mr. Beber, born in Austria 52 
years ago, was never married. 

Frep Duvati, 71, formerly connected 
with the Harris & Shafer Co., and later 
in the employ of the Ayre & Taylor Co., 
Washington silversmiths, was fatally in- 
jured when struck by an automobile on 
Wisconsin Ave. in the capital, on Nov. 
20. He had been with Harris & Shafer 
for about 50 years. 

Hous Frencu, one of the country’s 
outstanding authorities on silver, espe- 
cially that of New England, died in Bos- 
ton in November. His collection of. sil- 
ver was lately acquired by the Cleveland 
Museum. His book on American silver 
was one of the first to establish the col- 
lecting of silver by connoisseurs. 

Atvin E. Gorpon, who had been in the 
jewelry business in Shreveport, La., for 
30 years or more, died suddenly on Nov. 
20. He is survived by his wife. 

Joun B. Gopvin, aged about 55, who 
prior to the World War was manager of 
the New England office of the Keystone 
and previously in the office of the 
Jewelers’ Circular, died Dec. 17 at his 
home, 561 Scotland Rd., Orange, N. J. 
Mr. Godvin was well known in the clock 
industry. He had been ill with a throat 
ailment for about five months. His 
widow, four sons and a daughter survive. 

Rose B. Hint, 71, for many years head 
of the silver department of Hall’s Gal- 
leries, Springfield, Mass., died Nov. 22. 
She retired from business about two 
years ago. 

Wiuiam G. I enwart, one of the old- 
est and best-known travelers in the 
trade, who first went to work in New 
York’s Maiden Lane, about 1885, as a 
messenger boy, suffered a fatal heart at- 
tack on Tuesday morning, Dec. 3, while 
on his way to the Lane, where he was 
temporarily employed during the holi- 
day season. He managed to return by 
taxi to his home in Brooklyn, but expired 
on the front porch. He was aged about 
70. After his first employment with 
Cross & Beguelin, old Maiden Lane 
wholesale house, he represented Swift & 
Fisher, the George L. Paine Co. of 
North Attleboro, Mass., the Marathon 
Co. of Attleboro and J. J. White Mfg. 
Co., Providence. He had a large acquain- 
tanceship throughout the Eastern states 
and in the Midwest, where he worked 
out of a Chicago office during the 20s. 
“Bill's” badge was a white carnation 
which he wore year-in and year-out. His 
genial nature endeared him to all of the 
“boys on the road” and enlivened the 
meetings of the numerous trade associa- 
tions to which he belonged. He held 
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membership in the Maiden Lane Outing 
Club, the Maiden I.ane Historical Soci- 
ety, the Jewelers Fraternal Association, 
the Brotherhood of Traveling Jewelers 
of New York, the Jewelers Square Club, 
the Golden Roosters of Chicago and the 
Fraternal Association of Chicago Jewel- 
ers. He was a Mason and a member of 
the Elks. Two sons and a daughter, 


The late William 
G. Lenhart 





with whom he resided, survive him. His 
funeral was well attended:by members 
of the trade. 

Harry W. Licustern, a member of 
Lichtey’s, 6 N. llth St., Philadelphia, 
died suddenly at his home, 5418 Gainor 
Rd., that city, Nov. 26. 

Boris Pratt, 60, head of B. Pratt & 
Sons, manufacturing jewelers at 562 
Fifth Ave., New York, died Dec. 8. Mr. 
Pratt came to this country from Kiev, 
Russia, in 1906, returned to Europe a 
few years later to establish a business 
in Vienna. In 1920 he moved to Rio de 
Janeiro and then came to New York 
in 1926. 

Cari J. Senr, 43, diamond setter, died 
suddenly Tuesday night, Nov. 19, while 
talking with his family in their new 
home in Elmhurst, a Chicago suburb. 
Mr. Senf came to Chicago from Peoria, 
Ill., and was associated with R. Haef- 
linger for some time but for the past few 
years he has operated his own business 
on the 12th floor of the Heyworth Bldg., 
Chicago. 

Witiiam H. Wurrenovuse, 63, who with 
his brother, the late Joseph Whitehouse, 
founded the firm of Whitehouse Bros., 
Cincinnati manufacturing jewelers, died 
Nov. 20, in a hospital where he had been 
a patient since Nov. 8. He was a Ken- 
tuckian by birth and residence and 
owned a stable of racing thoroughbreds. 

Roy E. Wuirney, 43, jeweler in Rock- 
ville Center, N. Y., died in his sleep Nov. 
20. He was a World War veteran. 

Rosert F. Wiievur, 84, who became ill 
at his Red Bank, N. J., jewelry store on 
Nov 15, died two days later while dress- 
ing for the street. He went to Red Bank 
at an early age and engaged in the trade 
for 58 years in that town. He was a 
member of numerous fraternal orders 
and clubs. 





Retailers Asking Tax Cut 


The Indiana State Trade Association 
Executives, composed of 15 important 
trade groups, including the Indiana Jew- 
elers Association, Inc., will present to 
the 1941 general assembly five major 
proposals, including revision of the gross 
income tax law. A material reduction 
in the tax rate for retailers is proposed. 

Other major proposals include an 
itinerant peddlers bill, opposition to the 
state engaging in the insurance business, 
reduction in government expenses and 
approval of a trade diversion act. 
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-25 Year Cases ... 


SCRAP 


SILVER 30 ¢ 


Case & Coin Silver 25¢ to 27¢ oz. 
Choice flatware patterns or good salable 
hollowware 35¢ to 75¢ oz. 


SCRAP GOLD PRICES 


20 Year Cases ...... 1.50 " 
(Boss, Crescent, Dueber, Keystone) 
Other 20 Year Cases ...... 1.25 " 
CMON SOUMOis ieie k eec ce siees 1.00 " 
TO VGGe CANO ii cc eke aes 50 " 
Misc. Scrap cavaccs eka 


SOLID GOLD 63%4¢ Per K Per Dwt. 
CASH BY RETURN AIR MAIL 


All shipments are held intact subject to your 
approval and will be returned POSTPAID if 
you are not entirely satisfied. Our record of 
many years of experience is your guarantee 
of a fair deal, accurate and prompt returns 
with careful, individual attention to all. 





SOUTHWEST SMELTING & 
REFINING CO. 
1809 MAIN ST. — DALLAS, TEXAS 


Consclidated with American Gold & Silver 
Refining Co., formerly of Fort Worth, Texas. 








Save Safely 


with a 
National Jewelers 


Mutual Policy 
+ 


Now protecting the 
jewelry trade for over 


$17,000,000.00. 
+ 


Write today for complete 


information and costs. 























DIAMOND-CUTTING 


expert work... fast service 


$ 9.00 per carat 
mn OL 0, 00 ol 1 amor: Nate b 
11.00 per carat 
12.00 per carat 
14.00 per carat 
16.00 per carat 
18.00 per carat 
4a 0, Ol ol Tamot- Car: bd 


SONS 


Cincinnati, 


2 carat 
1 carat 
7s carat 
am or: Lar: a 
Sg carat 
2,carat 
g Carat 
Pan on: Bar: Bd 


LITWIN & 


114 West 6th Street, Ohio 








HN Bappy New Pear 


FROM 
KLEIN BROTHERS CO. 


“The Line Beautiful” 


617 Vine St. Cincinnati, O. 





Greenwold Grift Co. 


T/ ve of Ou lit » and Service 


INCINNATI, OHTO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


@ HAMILTONS (72 st 8 








FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 


ELGIN—*HAMILTON 
*KZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT” 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 














MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years 








Diamond Mountings 
and Wedding Rings 


Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohle 


Workers in precious metals. 














q John <A. Gerwe, president, Gerwe- 
Frohman Co., has been in the East on a 
buying trip. 

q Julius Heckman, associated with Henry 
Korf, jeweler, Schmidt Bldg., has re- 
turned from a vacation in Florida and 
Havana, Cuba. 

q The Cincinnati Town Criers were to 
hold a noon luncheon at Lehrman’s, Fri- 
day, Dec. 27, to arrange plans for the 
annual election banquet early in January. 
q Eugene Motch, grandson of A. E. 
Motch, founder of the firm of Motch the 
Jeweler, 613 Madison Ave., Covington, 
Ky., recently became a benedict. He was 
married late in November to Miss Mar- 
garet Lester Jones, society girl, daughter 
of Mr. and Mrs. Ruel Anderson Jones. 

q Installation of officers elected last Sep- 
tember will feature the next meeting of 
the Cincinnati Guild, Ohio Watchmak- 
ers Association, Jan. 3, in the Hotel Sin- 
ton. Retiring President Joseph Besse 
will induct the new prexy, Elmer Kais- 
ing, and other new officers. The guild’s 
annual ball will be Jan. 11, at the Sinton. 
q The Queen City recently was host to 
the following “boys on the road”: Andy 
Rowe, Elgin Watch Co., Elgin IIl.; Bill 
Godfrey, Elgin Watch Co.; Paul Seibel 
and Earl Lord, both of the Hamilton 
Watch Co., Lancaster, Pa.; Walter Ben- 
tel, of Bentel Bros., Hamilton, Ohio, and 
Frank W. Miller and son, Middletown, 
Ohio, in business for themselves. 

q Henry Von Unruh, Peebles Corner 
jeweler and president of ANRJA, is 
soon going on a “banqueting” spree. On 
Jan. 4 he is to attend the Chicago Jewel- 
ers Association’s 65th Anniversary ban- 
quet. On Jan. 18 he will be at the ban- 
quet of the 24-Karat Club in New York, 
and on Feb. 10 and 11 he’s to be at the 
ANRJA regional convention ‘at Boston. 
q Members and guests of the Cincinnati 
Wholesale Jewelers & Manufacturers As- 
sociation will “trip the light fantastic” 
Saturday night, Jan. 11, at one of the 
hotels to be named later. The committee 
on arrangements include Arno Dorst, 
chairman; Harry Greenwold, Edwin B. 
Jacobs, Clarence Loeb, L. R. Olsson, 
Julian Schwab and A. C. Wallenstein. 
q Washington Court House, Ohio, police 
continue to probe the theft of $12,000 
to $15,000 worth of gems from Robert T. 
Meehan, salesman for D. Jacobs Sons 
Co., Cincinnati. They are on the trail of 
two suspects. The theft occurred Dec. 9 
as Meehan was loading sample cases 
into his automobile parked in front of 
the Heber Roe jewelry store in Wash- 
ington Court House. The Cincinnatian 
had left one case of diamonds, mounted 
stones and rings on the counter of the 
Roe store while outside, and one of the 
two men involved in the robbery picked 
up the case, then jumped into a car 
which his companion drove off. 


Unfair Sales Act in Question 


The Wisconsin supreme court on Dec. 
3 reversed an opinion of Superior Judge 
Roy H. Proctor, Madison, and found a 
local food market not guilty of violating 
the 1939 unfair sales act to prevent loss 
leaders, but declined to rule on the con- 
stitutionality of the statute, which re- 
quires a 6 percent mark-up above whole- 
sale cost on the retail price of all items. 
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Can Trip the Light Fantastic at 80 


H. W. Beattie, founder of the Cleye. 
land, Ohio, jewelry firm bearin his 
name, celebrated his 80th birthday last 
month by dancing 10 sets at his com- 
pany’s party in the Cuban Terrace 
Room. 





“CONGRATULATIONS, BROTHER" 





Congratulations were in order, and 
after receiving the felicitations from 
their 65 employees, Maurice A. Enggass 
(left) and his brother, Clarence H. Eng- 
gass, found themselves congratulating 
each other on the success of their firm, 
on its 75th anniversary, which was 
marked by a store party, Nov. 26, at the 
Belcrest Hotel, Detroit. 

This very successful credit jewelry 
business with a store at 223 Monroe 
Ave., Detroit, and another in Pontiac, 
Mich., was founded by 28 - year-old 
Adolph Enggass, the father of the pres- 
ent owners, who came to New York City 
from Bavaria in 1860, and took his first 
job as an errand boy. Five years later 
he went to Detroit and opened his 
jewelry store in a basement. 

To meet the demand of young men 
who needed accurate watches to get jobs 
as trainmen, the elder Enggass estab- 
lished a time-payment plan, which must 
have been one of the first used by 
jewelry firms in this country. As a re- 
sult he built up a lucrative trade among 
the railroaders, and with the replacement 
of the horsecars by street cars he also 
drew a large share of the trade of street- 
car motormen and conductors. 

Clarence Enggass is president and 
Maurice Enggass is secretary-treasurer 
of the business. 











SCHIRA BROS. 


PLATINUM 
DIAMOND MOUNTINGS 


PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 














WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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The Boston Jewelers Club will gather 
Feb. 8 at the Copley Plaza for its 53rd 
annual dinner. The 1941 season opens 
under the leadership of Arthur M. 
Horne, president; .. Blaine Libbey, vice- 
president ; Albert R. Kerr, secretary- 
treasurer. All records for attendance 
will surely be broken. 

Ed Kirby, manufacturing jeweler of 
373 Washington St. with that pleasing 
tenor voice, so well known to the jewel- 
ers of New England, scored another suc- 
cess at the concert given Dec. 10 at New- 
ton Center by the Highland Glee Club. 
Ed loves to sing and has added pep to 
many a gathering of jewelers. 
¢ Boston jewelers who maintain special 
departments which follow up on engage- 
ments and marriage intentions, have had 
a busy year and the monthly announce- 
ment by the city registrar’s office has at- 
tracted the attention of retailers. On 
Nov. 30 Registrar Frank J. Fay re- 
leased figures which show that 9182 
couples have filed marriage intentions, 
as against 7980 filed up to the same date 
last year. 

The windows of the Kay Jewelry Co. 
in Waltham were smashed at 1 A. M., 
Sunday morning, Dec. 8. As the alarm 
operated the window-smashers scooped 
up watches and jewelry valued at $1,500. 
On Dec. 11 three men smashed two win- 
dows of the Lamb’s jewelry store in 
Quincy, Mass., and secured diamonds 
and watches valued up to $2,000 and fled 
in an auto bearing New Jersey registra- 
tion plates. 


BOSTON 


q Boston jewelers saw the greatest 
Christmas crowds since 1928, when, on 
Dec. 14, the shoppers in the downtown 
area were estimated at 750,000 by the 
police. The national defense orders which 
are swelling New England business to 
an all-time high; the release of increased 
Christmas Club funds; the heavy adver- 
tising quality merchandise and especially 
attractive window displays made it a 
banner season for the Hub jewelers. 

q Harvey B. Locke, jeweler of Ames- 
bury, Mass., was winner of first prize in 
the window display contest, sponsored by 
the Merchants Association, Dec. 7. Mr. 
Locke has been in the jewelry business 
for over 50 years. The window displays 
were arranged by his son, Everitt H. 
Locke. The contest was judged by the 
public, who deposited their votes at 
booths located in various sections of the 
town during the Christmas party Satur- 
day afternoon. 

@ President Fletcher of the Boston 
Jewelers Bowling League and his champs 
went to Waltham in November and took 
two out of three strings, but the watch- 
makers on the third string made every 
ball count and won the leg on total pins 
fall by a narrow margin. The score for 
the trophy stands 4 to 3. The Thanks- 
giving turkey roll-off by members of the 
Boston league as usual was a gala event. 
The winners with highest three string, 
highest single and highest single without 
a spare were given turkeys. The low 
man will probably be remembered long- 
est, for his reward was two pounds of 
tripe. 





Watchmakers' Part in Defense 
Discussed By Col. Bright 


The part that watchmakers are quali- 
fied to play in the manufacture of air- 
craft instruments and timing devices was 
discussed by Col. William H. Bright, 
U.H.A. vice-president, at the annual 
meeting of the Merrimack Valley Horo- 
logical Guild, on Dec. 2, at Lowell, Mass. 
Thomas D. Campbell, who served in the 
Navy during the World War, and 
George Penn, who served in the British 
air service during the last war, also dis- 
cussed the part to be played by watch- 
makers in the national defense program. 

Officers elected, who will be installed 
at a public meeting on Jan. 20, were as 
follows: William Upton, Lawrence, pres- 
ident; John Caten, Lowell, vice-presi- 
dent; Raymond A. Ricard, Lowell, sec- 
retary; Albert Knowlton, Lawrence, 
treasurer, and Thomas Campbell, George 
Penn, of Lawrence, and Edmond Belley, 
Lowell, members of the executive board. 





Amos Blackington Honored 


It is safe to venture that Amos Black- 
ington, managing director of D. F. 
Briggs Co. and of Bates & Bacon, spent 
the happiest part of the holidays in his 
new arm chair, which he recently re- 
ceived as a birthday gift on his 75th an- 
niversary, Nov. 5, when approximately 
250 friends gathered at the Attleboro, 
Mass., Elks Club to pay him honor. 
“Bill” Cunningham, sports writer of the 
Boston Post, was one of the speakers. 
Mayor McIntyre, of Attleboro, in making 
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the presentation, paid high tribute to Mr. 
Blackington, who has spent more than 
half a century in the jewelry industry. 





lridio-platinum Up in Price 


Due to an increasing demand for irid- 
ium on the part of defense industries, 
platinum alloys containing this element, 
which are largely used in jewelry, have 
been rising in price. Platinum contain- 
ing 10 per cent iridium advanced from 
$44 to $46.50 on Oct. 28, and on Dec. 23 
was quoted at $60 per ounce. 

Soft or pure platinum, without the 
hardening element of iridium, has re- 
mained constant at $36 for some time. 
The nominal market prices on Dec. 23 
were: 


ML CCE CEOCLE CEL COOP CET Oe $36.00 
Containing 5% iridium...... 48.00 
Containing 10% iridium..... 60.00 
Containing 5% ruthenium.... 36.00 
OMG o5 wikcdn Keawedarcas $24-25 





Offer Brings Land-office Rush 


Arthur A. Everts, founder of the emi- 
nently successful Dallas, Tex., jewelry 
store, who assiduously follows the tenets 
of his religion in his business as well as 
his personal life, wanting to give a little 
token of the 43rd anniversary of his 
business, invited the public, through an 
advertisement, to visit the store and re- 
ceive tiny gold-filled crosses. The firm 
expected to get 1000 calls but instead the 
store was deluged by 10,000 people on 
one day, and by the time the demand 
had diminished had distributed about 
20,000. 
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A.C. ys ercitual & Ca. Ine. 


WATCHES -/| /* @™a~) \- DIAMONDS 
CLOCKS - JEWELRY - SILVERWARE 
373 O51 Ee, BOSTON 

WASHINGTON ST. MASS. 


AThe House of Perwice™ 
|- ALBERTS 


SONS, INC. 








Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 





READY AS USUAL 
° WITH THE NEWEST ° 
IN ALL LINES 





1. ALBERTS SONS, Inc. 
NY_373 WASHINGTON ST. BOSTON gy 


UT Tie 

















MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 
Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 





cSomummiak 
Korot 20!d on Sterling 
and STERLING SILVER 
REAL STONE JEWELRY 
Sold re retailers 
W. E. RICHARDS CO. 


ATTLEBORO, MASS 





- - 





BABY SHOES METALIZED 


Finest work—Guaranteed. Retail prices Bronze, 
$2.50; Silver, $3.50; Gold, $4.50. Prompt delivery. 
Samples furnished. 


ART PLATING WORKS 
416 E. 8th St., Los Angeles, Calif. 
Silversmiths and platers 
Est. 1921. Formerly with Shreve Co., and the 
Gorham Co. 











TY AY I OC 


STERLING 

















Where to Buy 
IMPORTED 
China and Glass 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 


EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 











GIBSON & SONS TEAPOTS 








SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 


Winterling Factories 


FROM NEW YORK STOCK 
Heinrich and Winterling, Inc. 
49 W. 28rd §S New ‘ork. N. Y. 





W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














ROYAL DOULTON 
English Bone China and Earthenware 


THOS. WEBB & SONS 
Uand made English Crystal 
IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. 


New York, N. Y. 





JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 


ROYAL ALBERT CROWN CHINA, England 








HANDBOOK FOR THE 


AMATEUR LAPIDARY 
By J. H. HOWARD 


Written to provide practical in- 
struction in all kinds of gem cutting 
for the beginner and the advanced 
amateur. Equally useful for pro- 
fessional lapidists. 


Price $2.00 Postpaid 
THE JEWELERS’ CIRCULAR- 


KEYSTONE 
100 E. 42nd St. 56th & Chestnut Streets 
New York, WN. Y. Philadelphia, Pa. 























NEW RETAIL ENTERPRISES 





Name and Address 


Albert’s Jewelers, Washington Ave. & 33rd St., 


News, Va. 
Brandt's Jewelry Store, Crowley, La. 


Owner or Manager 
Newport 


Coeecereccccere Alfred S. Stein, mgr. 
Wane wiaieatacocuets Sam Brandt 


Brotan’s (dept. store), 29 Washington Ave., Endicott, 

Ess) MIN IDE) 65.5.4 5: bigs ack bib. 40 40s Acwleibs 6k CORES M. N. Williams, mer, 
Harold Chaney, N. Franklin St., Brazil, Ind. ............. Harold Chaney 
Dee’s Better Credit Jewelers, 1405 Washington St., Vicks- 


lt ye" RE ae a a an eine eae eee 


Dixon’s, Salisbury, Md. 


Guy F. 


Empire Jewelry Co., N. Franklin St., 


_ ee Ee ree ee ee eye 
1032 S. Calhoun St., 
eT ee et eer eee eee 


Evans Credit Jewelers, 


Funk Jewelry Co., Head Hotel, 

L. C. Grayson, 201 Church St., 

Great Neck Jewelry Shop, 
Neck, L. I., N. Y. 

Herbert Jewelry Co., Inc., 
Md. 

Texas 


Hirst’s, Whitesboro, 


John Horgan, Sentinel Bldg., Onawa, Iowa 
Huntley-Stockton-Hill Furniture Co. (new jewelry dept.). 

400 38th St., Union City, N. J. 
Broadway, Denver, Colo. 
sede Gia wine eee Donald Carlberg, mgr. 


Jay Jewelry Co., 
Kortz-Lee Jewelry Co., 65 

unit) 
Lauray’s 


Mangham & Co., Jewelers, Oxnard, a 
Evanston, Ill. 
Manlie Credit Jewelers, 456% State St., Hammond, Ind. .. 
John Mann, 133 N. Hale St., Wheaton, IIl. 
. Martin’s Jewelers, 6th & Douglas Sts., 


Manlie Credit Jewelers, 830 Davis St., 


Fred Rasmuson, 153 N. 8th St., 
Rogers Credit Jewelers, 823 Mitchell St., 


Royal Jewelers, 317 Market St., 


Sill’s Jewelry, Storm Lake, Iowa 
E. A. Stone, Winthrop, Maine 
Vanderbie & Co., 207 S. Barstow St., 
Weisfield & Goldberg, 


Ave., Spokane, Wash. (new unit) 


OPK OS RE SS SO G88 0 


Inc., 320 Central Ave., Hot Springs, Ark. 
Peer ee Harold Mangham, 


Las Vegas, N. M. . 
Colton, Cal. 
Milwaukee, Wis... 
Royal Jewelers of Frederick, Inc., Frederick, Md. 
Harrisburg, Pa. 
Royal Jewelers, Gamble Bldg., Maryville, Tenn. 


207 Sherwood Bldg., 


rea or re George Hollander, mgr, 
radna tenia ese wee Arthur Eypel 

George V. Dresher, 449 Main St., Metuchen, 
Druckenmiller, Phoenixville, Pa. .. 
Hempstead, L. I., 

a iknickk Siena by Re ae Sydney Mehrman, 


Mk, neo aeek George V. 


Same 


Dresher 


mer,” 
Fort Wayne, » 


pauline eiale eS alee Harry Gump, mer. 
Prescott, Ariz. 
Spencer, W. Va. 
37 Middle Neck Rd., Great 


404 W. Baltimore St., 


Veet Bernie Funk, mer. 
Roace tomoarenkea L. C. Grayson 


J. R. Ruttay 
wenireaate 


ee FF 
aia bee Bio ous ee oun John Horgan 


-Maurice “Mush” Fein, mer. 


errr’ Myer M. Grusmark, mer, 
mer, 

See Norman A. Smith, mer. 

.Arleigh Roy Kelly, mer, 
Same 

. Joe Ratkovitch, mgr. 

nike etoymenbieua Siee Fred Rasmuson 

Al Sager 


ee 


Be ieee eee Harry Busch, prop.; Charles 
Navis, mgr. 


Rib neukle ke eee we aaprae Mr. & Mrs. Wesley Sill 
PT ree eT Same 
Eau Claire, Wis. .... Harry & Isadore Horwitz 


510 Riverside 





Congress Loses a Good Man 


Returning to active business after a 
brief “vacation” during which he made a 
grand run for Congress, Dell Thomas, 
veteran Seattle wholesale jeweler, has 
assumed personal charge of Northwest- 
ers’ Arts and Crafts, jewelry, gift and 
curio shop at 1608 2nd Ave., Seattle, 
with which he has been associated for 18 
months. Dell has retired from the whole- 
sale business which he founded 21 years 
ago. 


BOOMING THE TRADE 





This is one of the 21 billboards, scat- 
tered at the most strategic points 
through Portland, Ore., which carry the 
message that “This will be another 
Jewelry Christmas.” This is the second 
year that the Portland Jewelers Associa- 
tion has sponsored this cooperative ad- 
vertising program, to which the local 
jewelers responded nearly 100 per cent. 
Every store of any size ‘subscribed and 
most of the smaller stores participated 
as well. The wholesalers also contrib- 
uted. The 57-in. streamlined bulletin 
shown, is at one of the most important 
intersections in the West, with approxi- 
mately 75,000 people passing the location 
daily. The other 20 24-sheet, hand- 
painted displays are all located on the 
main arteries of the city. 
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Where to Buy 
DOMESTIC 


China and Glass 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL. 














ASTLETON CHINA 


“DE LUXE TABLEWARE 


for the 


FINE CHINA TRADE 


MADE INAMERICA *© MADEOF AMERICA 
149 Fifth Ave., New York, N. Y. 


HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 











OLD WATBRFORD 











LENOX CHINA 
SERVICE PLATES 


co 





DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. J. 
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Practical Modern Watehmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 


Part I—The Circular Pallet Detached Lever Escapement 


(Third instalment, continued from December) 





ee 


HE progressive steps will be followed in this study 
in much the same manner as followed for the draft- 

ing of the escape wheel and pallet. Capital letters have 

been used to describe the functions of the pallet action; 

the fork and roller action will be described with small 

letters, continuing the construction sequence in its nu- 

merical order. 

20—Fb. Line of centers. (Continuation of line BF.) 
The escape wheel, pallet and balance wheel centers 
are located on line BFb, respectively. The distance 
from F to b is made equal to the primitive diameter 
of the escape wheel. 

2i—aa’. Angle line for motion of the fork between the 
banking pins. (Center of fork.) Angles aFb and 
a Fb are drawn from the pallet center inclined 6 
degrees to the left and right of the center line. 
(Total angle aFa’ is 12 degrees.) 

22—ce’. Angle lines establishing the angular connection 
between the fork and jewel pin. (Angle of lift.) 
Angles Fbe and Fbc’ are drawn from the balance 
center inclined 20 degrees to the left and right of 
the center line. (Total lifting angle 40 degrees.) 

23—d. Draw circle d at the intersection of lines a¥' and 
cb. This is the theoretical point of contact be- 
tween the fork and jewel pin and establishes the 
path of the two corners of the fork slot. In order 
that a practical angular connection might be pro- 
vided for the fork and jewel pin, it is necessary to 
establish a certain width for both the fork slot and 
jewel pin. 











=> 








This is the third instalment of a series of 
original articles on “Practical Modern 
Watchmaking,” which have been prepared 
as part of the new educational program of 
the Horological Institute of America and 
though the courtesy of that organization 
are here appearing in print for the first time. 
Following their first publication in JEWELERS’ 
CircuLar-KEYSTONE, reprints of the articles 
will be made available through the Horo- 
logical Institute, to whom requests and in- 
quiries should be directed. Address Ralph E. 
Gould, Secretary, Horological Institute of 
America, c/o Bureau of Standards, Wash- 
ington, D. C. 











24—ee’. Angle lines for width of fork slot. Angles aFe 


and aF’ are drawn 3 degrees on each side of line 
aF forming angle eFe’. The actual corners of the 
fork slot are established by the points of intersec- 
tion of lines eF and e’F with circle d. The side 
walls of the fork slot are drawn parallel with line 
aF deep enough to permit the jewel pin to clear the 
bottom at the center line. 


25—f. Angle line for jewel pin shake. The determina- 


tion of the jewel pin shake is worthy of careful 
consideration. Angle fFe is inclined 1 degree to 
the right of the fork slot corner located at the in- 
tersection of line eF and circle d. Recalling at this 
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A Godsend to the Small Jeweler! 
“Refining 








Precious Metal | 
Wastes =: 


A Handbook for the Jeweler— 
Dentist — Small Refiner — By 
C. M. HOKE, chemist, Jewelers 
Technical Advice Co. 





Hoke Instructions (formerly costing $75 or more) are 
now available in this big handsome illustrated book. It 
tells you how to refine your scrap, solutions, filings, etc., 
to get best values at least expense. Tells all about equip- 
ment; testing; melting. 


Simple enough for the beginner—authoritative 
enough for the veteran 


Tells which stuff to refine in your own shop, which to 
sell, which (if any) to throw away. Describes electrolytic 
and other methods used by the big refineries; mentions 
books, buyers, dealers, laws and regulations. Covers gold, 
silver, platinum, palladium, iridium, rhodium, ruthenium, 
osmium, mercury. 

Crammed with facts you have wanted for years! 
Ask for Folder D or send $5.00 to 


METALLURGICAL PUBLISHING CO. 


123-133 William St. New York, N. Y. 











SLOVES PAYS 


* $0.68 per Dwt for 10 Karat Gold 


a 95 Lhd ue i} 14 te 
+ 1.22 te Ll 18 i} il} 
* 1.49 ly il} ii 22 hy il} 


Weight and Karat Test Guaranteed 
STERLING SILVER, Market Price 


Your lot accurately valued, reported, and held for your O.K. 
We sell fine gold (.99975 + ) 


JOSEPH SLOVES 


Refiners GOLD-SILVER-PLATINUM Assayers 
149 CANAL STREET NEW YORK CITY 



















SMELTERS 


- FOR NEARLY A CENTURY 









L&5 ARE STILL 
PAYING TOP PRICES 


L & % are still paying top prices 


for sweeps from U.S.A. 
















If they get lost in transit it makes no 


difference, you still get dollar pay- 


ment in full. . 


. immediately. 


Lees & 
Sanders 


LTD. 
BIRMINGHAM: I8 


SWEEP 















































‘THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 


BRADLEY POLYTECHNIC INSTITUTE 


SCHOOL OF HOROLOGY 
Dept. C Peoria, Tl. 























NYE’S NEW 


Electric Clack 


OIL 


Now you can use the same brand of 
oil that most electric clock manufac- 
turers have for years found to be the 
most satisfactory for their exacting re- 
quirements. Nye’s Electric Clock Oil 
is now placed on the market for the 
repair trade and is available from 
your usual supplier. 





WM. F. 








* 
WATCH |S i ae 
BRACELET WATCH INC 
CLOCK & NEW 3EDFORD 
ELECTRIC CLOCK MASS. 
OILS asragaer Smand paeee 
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time that the lock is 2 degrees it becomes obvious 
that the jewel pin shake must be less than the lock. 
When the jewel pin shake is tested the fork will 
move from a banking pin until the fork slot corner 
is stopped by the face of the jewel pin. This dis- 
tance must be small enough to keep the escape 
wheel tooth locked on either pallet stone. (In this 
case the “R stone.”’) 
26—g. Face of jewel pin. Circle g is drawn from the 
balance center b. Its radius is equal to the distance 
from b to the point of intersection of line fF with 
circle d. Here it can be seen that if the fork is 
moved to the right 1 degree it will contact circle 
This is the jewel pin shake which is 1 degree 
or 1 degree less than the lock. 
Draw jewel pin. The jewel pin is drawn from the 
point of intersection of line aF with circle d. The 
radius of the jewel pin is the distance from this 
point to the point of intersection of line e’F with 
circle d. The maximum and minimum allowance 
for jewel pin shake can be stated as follows: 
(1) When the jewel pin shake is small enough to 
keep the escapement locked, the jewel pin shake is 
not too much. 
(2) When the jewel pin shake is great enough to 
permit the jewel pin to pass out of the fork slot at 
the time of drop, then it is not too light. 


27. 


Safety roller. The diameter of the safety roller can 
be set as 2/3 of the theoretical jewel pin radius. 
The point of intersection of circle h with line cb 
is 2/3 of the distance from the point of intersection 
of circle d with line aF. 


29. Guard pin. Location of its point of contact with the 
safety roller. The center of the fork is represented 
by line aF. It is understood that the guard pin 
will be placed on this line, and it can be seen from 
the drawing at this stage that if the length of the 
guard pin was located at the point of contact of 
line aF with circle h, there would be no guard pin 
freedom. During the time of detachment of the 
jewel pin from the fork slot the balance must not 
be disturbed by the guard pin touching the roller. 
The draft feature on the R and L stones is pro- 
vided to keep the fork against the banking pins and 
likewise to hold the guard pin away from the 
roller. 

30—j. Angle line to provide guard pin freedom. When 
we established the jewel pin shake 25, 26 and 27 it 
was stated that the jewel pin shake must be less 
than the lock. This same situation now exists in 
connection with the guard pin shake. Line jF is 
inclined one degree to the right of line aF forming 
angle jFa of 1 degree. 

31-—k. End of guard pin and its circular path. Circle 
k is drawn from the pallet center with a radius 
established by the point of intersection of line jF 
with circle h. The end of the guard pin then is 
established at the point of intersection of line aF 
with circle k. It can now be seen that this point 
will not interfere with the motion of the roller, but 
it will act as a safety device in case of a bump or 
jolt by coming in contact with the safety roller be- 
fore the escapement unlocks. 
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32—1. Line lb is drawn through the intersection of line 
aF with circle k. 

33—m. Crescent or passing hollow in safety roller. If 
the radius of the passing hollow were equal to the 
arc of circle h included in the angle cbl, there would 
be a possibility of the guard pin striking the safety 
roller as the jewel pin moved towards the line of 









































FiG.22 


1, lock; 2, drop; 3, jewel pin shake; 4, guard pin shake; 5, draft 
angle; 6, pallet; 7, fork; 8, jewel pin; 9, pallet stones; 10, 


escape wheel; | 1, fork slot; 12, impulse roller; 13, safety roller; 
14, guard pin; 15, banking pins; 16, pallet arbor; 17, escape 
pinion. 


centers; therefore, it will be necessary to establish 
a larger radius for the passing hollow. A clearance 
of 5 degrees is generally considered sufficient for 
the guard pin to enter the passing hollow and per- 
mit the jewel pin to pass through the fork slot and 
out the other side without disturbance. Line mb is 
drawn from the pallet center 5 degrees to the left 
of lb. The center of the passing hollow is at the 
point of intersection of line cb with circle h and the 
radius is at the intersection of line mb with circle h. 
34, Fork horns—reason for them and their necessary 
length. As the drawing now stands there aré no 
fork horns. Therefore, as a matter of discussion, 
let us move the center of the jewel pin from the 
intersection of line aF with circle d on its normal 
circular path around the balance staff to the inter- 
section of line mb with circle n. The passing hol- 
low will also be relocated with its center at the in- 
tersection of line mf with circle h. The new loca- 
tion of both the jewel pin and passing hollow are 


shown in Figure 20. Consider now the relation of 
(Please turn to page 125) 
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EARL CEMENTS —I have used trade-marked 

pearl cements that were very good, and for repair 
work the cost was no objection, as small quantity was 
used. Now I am figuring on manufacturing a line of 
moderate-priced goods that would take a great quan- 
tity of cement, and I must find the lowest cost cement 
that would be strong. Please help me if you can. (Ques- 


tion No. 5289.) E. L. 


Answer—You can use white shellac bought in lump 
form of a druggist or chemists’ supply house. Hold a 
lump of this shellac above, but not directly in, the flame 
of an alcohol lamp or Bunsen gas burner, and after the 
lump has become melted for some depth, pinch a por- 
tion of it in another pair of tweezers and pull until a 
portion has been stretched into a thread of convenient 
thickness. Touching one of these threads to the heated 


work will melt the shellac for use. 


TEM WINDING—How long have stem winding 
watches been in use? (Question No. 5290.) I. L. 
Answer—Very few and isolated examples of wind- 
ing mechanism to do away with separate keys, were 
made prior to the first patented stem winding mech- 
anism, which we believe was the one invented by Adrien 
Philippe of Geneva, Switzerland, and patented by him 


in 1843. 


UNTING CASE SPRING —In a hunting case 

here for good order, the end of the spring that 
opens the lid when released has worn quite a deep pit 
in the gold it presses against. Which would be the 
proper way to make this right: (1) Stretch the spring? 
or (2) melt gold or hard solder into the pit? We want 
this done right, as the watch is a fine one and highly 
valued by owner. (Question No. 5291.) J. McG. 


Answer—By all means, fill the worn spot with gold 
solder, then file surplus down to meet the original level 
of the push-piece on the hinge of the case. To stretch 
the tip of the spring would take up the slack, but it 
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AND 
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would be quite sure to cause a faulty action in throwing 
the case lid open. 


ATCH BEATS—I read somewhere in Tue 

JEWELERS CircuLar-KeysTone about the exact 
numbers of beats per hour given, by some of the latest 
designs of very small Swiss bracelet watches, but I can- 
not find the information. Please state the two beat num- 
bers that are higher than the customary 18,000. (Ques- 
tion No. 5292.) D. M. 

Answer—The numbers of beats per hour in question 
are 19,800 beats and 21,600 beats. As it is customary 
in quick timing to count 5 beats per second for the 
18,000 train, the 19,800 train will be found to beat 
514 per second, and the 21,600 will beat 6 per second. 


SCAPE WHEELS—Is there any real advantage 
in making lever escape wheels of steel instead of 


brass? (Question No. 5293.) J. O'R. 


Answer—There are several advantages in making 
escape wheels of steel, among them: (1) Hardened and 
tempered steel is inherently more durable and less apt 
to be changed in form by wear; (2) this steel can be 
highly polished which reduces friction; (3) steel can be 
given a form which brings less surface area into action 
on the pallets, which is an advantage after the oil has 
become thickened. The beveling of the teeth of steel 
escape wheels from the under side is an example of the 


latter. 





HAIN-DRIVE WATCHES—What was the idea 

of the steel chain in the winding work of some old 
watches, called chain-drive watches? (Question No. 
5294.) F.C. C. 

Answer—What your question refers to is the “fuzee” 
type of motive power mechanism. This was introduced 
shortly after the first watches were made—about the 
year 1525—for the purpose of equalizing the power de- 
livered by the mainspring between the fully wound-up 
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and the run-down conditions. Mainsprings were short 
and thick and very powerful with greatly varying power 
as the spring ran down. The fuzee with the increasing 
spiral on which the chain pulled as the mainspring 
wrapped it on the barrel, provided a gradually length- 
ening leverage as the mainspring’s power weakened. 
The teeth on the fuzee thus transmitted fairly equal 
power to the center pinion during the entire run of the 
mainspring. Fuzees for watches were supplanted long 
ago by the thinner mainsprings of today, which run 
much longer and do not use the “weakest” portion of 
the spring’s running. But fuzees are still used in marine 
chronometers; because in them there is no problem of 
making the movement thin, and even the slight improve- 
ment in uniformity of power given by the fuzee is con- 
sidered worth securing, regardless of the additional ex- 
pense of construction. 


OODEN CLOCK WORKS—Every now and then 

someone asks me what one of these old American 
clocks with wooden works is worth. I suppose, like 
with many other things, “it all depends”; but isn’t there 
some general idea I could have of values to satisfy these 
people? What I mean is if I would just be able to 
say whether the clock is worth a few dollars or a few 
hundreds —they generally seem to think the latter. 
(Question No. 5295.) M. O. R. 


Answer—As you say, the value of an old clock “de- 
pends”; but for all that, nearly all of the many Con- 
necticut shelf clocks with wooden movements fall into 
a class that sell for somewhere around $5 to $15. We 
would include in this the very great number of clocks 
of this origin that have no particular beauty and that 
show considerable effect of wear. The exceptions, of 
course, are clocks of this origin which are of unusual 
construction, or a very early example of the work of 
some noted maker. It is these exceptions upon which 
one cannot state a market value, simply because, unlike 
the ordinary kind, there are too few of them sold to 
establish a customary or market price. 


‘oT Y TOILE” MARK—Can you give me the maker’s 

name of a modern Swiss watch with a spring- 
setting holding the balance jewels, and a trade mark 
4 oe with the word “Etoile”? (Question 5296.) 


Answer—The manufacturer of the watch referred 
to is Erismann Schinz, S. A., whose address is Neuve- 
ville, Switzerland. The special settings for the jewels 
in this watch compose the patented “Shock-Resist” con- 
struction for watches made by that firm—a construction 
intended to avoid breakage of the jewels in case the 
watch has a fall or a jolt. 


ALLET STONES—Is there any way to tell an “R” 

pallet stone from an “L”’ pallet stone, as these come 
from a material house when they are not in the pallet 
in a watch? (Question No. 5297.) L. R. 


Answer—If you will lay the pallet stones, one on 
top of the other, then look at the slanting faces (the 
lifting faces) of them, you will see that one of these 


faces is longer than the other; its acute-angled corner 
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stands farther out than that of the other stone when 
their obtuse-angled corners are laid exactly together; 
this longer stone is always the L stone, and the shorter 
one the R stone. 


ECONSTRUCTED RUBIES—Where can recon- 

structed rubies be bought? I understand that 
these are better than synthetic rubies and more valuable. 
(Question No. 5298.) M. I. 


Answer—True reconstructed rubies are not im the 
market. The process of making reconstructed rubies 
was invented prior to the development of the mamefac- 
ture of synthetic rubies. Reconstructed rubies were 
made by applying oxy-hydrogen flame to a pile of small 
pieces of natural ruby and fusing them into a single 
lump. It so often happened that the reconstructed lump 
was defective and unsatisfactory for cutting into a gem 
stone, that the process never became commercially suc- 
cessful. 


PRACTICAL MODERN WATCHMAKING 
(From page 123) 


the fork slot and guard pin with respect to this new 
location. If the fork is rotated to the right the 
left corner of the fork slot would just pass the 
jewel pin, and the guard pin would be free to move 
into the passing hollow. This lack of safety action 
would exist until the passing hollow rotated to the 
left where the position indicated in Figure 21 is 
established. Here it can be seen that the guard pin 
will take up its function of safety action. There is 
a space, therefore, of approximately 10 degrees of 
circular motion of the jewel pin about the balance 
staff in which there is no safety action, other than 
that provided by the fork horns. 

35—o. Line ob is drawn through the passing hollow shown 
in Figure 21, and the jewel pin will likewise be 
located with its center at the intersection of line ob 
with circle n. The fork horn (line p) can now be 
drawn from the balance center b with a radius be- 
ginning at the intersection of line eF with circle d 
towards the left and up to line ob, terminating at 
point r. The full radius of the fork will, therefore, 
be Fr. 

36—q. Circle q is drawn from the escape center through 
the point r on line ob and indicates the radius of 
both pallet horns from the pallet arbor. 

37—stuvw. Locating the opposite fork horn, s is lo- 
cated on line g as far to the right of line aF as r is 
to the left, ¢t is the right-hand corner of the fork 
slot. With the dividers set at a radius equal to br 
scribe an arc u with s as the center. Then scribe 
an arc v with ¢ as a center, and where arcs u and v 
intersect, establish the point w. Now with w as a 
center and with the same radius connect s and t. 
This completes the details necessary for drafting 
an escapement. The general shape of the fork is 
optional. Figure 22 combines the pallet and fork 
action into one complete drawing. 

(To be continued) 
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Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 


word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 





























To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 
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100 E. 42nd St., New York 





















































Situations Wanted. 
Under this heading, 75c. for first 25 


words, 5c. for each additional word; 
minimum charge, 75c. 





















































STENOGRAPHERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 


BOOKKEEPERS, 















































IF -YOU 
maker, 
Henry Paulson & Co., 
Ave., Chicago, Ill. 


ARE IN NEED of a watch- 
jeweler or optician, write to 
37 So. Wabash 
























































ENGRAVER, fine workman, all around 
man, desires a steady position; finest 
references. Address ‘‘W., 3896,” care 











Jewelers’ Circular-Keystone. 














FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 28 years’ experience ; 
best references. Address “M., 3867,” 
care Jewelers’ Circular-Keystone. 




















YOUNG LADY, some jewelry experience, 


bookkeeper; able to take charge of 
small business. office; conscientious 
worker. Miss Ethel Rosenberg, 1311 
Morris Ave., Bronx, N. Y. 





DIAMOND SETTER; experienced, also 
light jewelry repairing; references; 
young; wishes position in any part of 
country. Address “G., 3831,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, 20, high school graduate, 
desires position with a wholesale house, 
where there is an opportunity for ad- 
vancement. Address “F., 3812,” care 
Jewelers’ Circular-Keystone. 





ENAMELER, thoroughly experienced on 
all types of hard enameling; those in- 
terested in procuring his_ services, 
communicate with “F., 3854,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, attending watch school 
nights, desires job in store as appren- 
tice ; vicinity Boston; salary secondary ; 





references. Write, Box 71, Wayland, 
Mass. 
YOUNG MAN wishes position as sales- 


man in jewelry store; available at 
once ; cash or credit experience. Address 





“K., 3866," care Jewelers’ Circular- 
Keystone. 
A-1 WATCHMAKER, 10 years’ experi- 


ence jewelry repairing, ring sizing, en- 
graver, desires to make change in 
January. Address “J., 3865,” care 
Jewelers’ Circular-Keystone. 





WELL KNOWN man, known for his fine 
character and exceptional selling abil- 
ity, available for high grade store 
located West. Address ‘“O., 3838,” care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER and _ stenographer, well 
qualified, desires responsible position ; 
12 years’ experience in jewelry indus- 
try; excellent references. Address “L., 
3887,” care Jewelers’ Circular-Keystone. 





BOOKKEEPER, full charge of office de- 
tail; 10 years’ experience ‘in jewelry 
industry; excellent references. Addtess 
“S., 3930,” care Jewelers’ Circular-Key- 
stone. 





CAPABLE jeweler and repairman on fine 
platinum and gold jewelry = special 
orders; designer; open for position. 
Address “B., 3915,’ care Jewelers’ Cir- 
cular-Keystone. 





MAN thoroughly experienced in retail 
and wholesale business, knows precious 
and semi-precious; executive ability; 
A-1 references. Address “A., 3934,” 
care Jewelers’ Circular-Keystone. 





VERY CAPABLE Swiss and railroad 
watchmaker, 25 years’ experience; rea- 
sonable salary or commission; good 
references. Address “H., 3912,” care 
Jewelers’ Circular-Keystone. 





AMERICAN watchmaker; long’. bench 
and counter experience; would like 
position after January 1; New York 


City or vicinity; at present with Fifth 
Ave. house. Address “A., 3830,” care 
Jewelers’ Circular-Keystone. 





ALERT jewelry salesman, 26, industrious 
worker, 13 years’ experience; thorough 
knowledge every phase retail business, 
including stock-control; only New York 
City. Address “Z., 3822,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN, covering Middle West and 
large following among better jewelers ; 
interested in a complete jewelry line, 
or watch line; no side lines considered. 
Address “C., 3809,’’ care Jewelers’ Cir- 





cular-Keystone. 





DIAMOND SETTER, seeks a 
position with reliable firm; mre a 
year’s student experience; wil] a 4 
consider opening in manufacturing end 
_— Faust, 154 W. 98th St., New 
York. 





WATCHMAKER, engraver, diamond get. 
ter, desires position in the West op 
Northwest; capable to manage store 
or department; 25 years’ experience: 
best of references. Address “E., 3860." 
care Jewelers’ Circular-Keystone,. ’ 








DETROIT job wanted by man admirably 
equipped to assume full charge anq 
operate successfully a modern credit 
jewelry store; reference. Address by a 





3856,” care Jewelers’ Circular-Key- 
stone. 
AS YOU _ READ tthis, an _ exceptionally 


qualified store manager awaits your 
reply; large volume better class jn- 
stallment; location secondary. Address 





“B., 3855," care Jewelers’ Circular- 
Keystone. 
WATCHMAKER, 12 years’ experience 


on Swiss and American watches, wants 
permanent job; salary or commission; 
good references; will go anywhere. Ad- 
dress “D., 3901,” care Jewelers’ Circu- 
lar-Keystone. 





MATERIAL CLERK, young man, can 
take entire charge of correspondence, 
office routine, etc.; extensive experi- 
ence; excellent references; position 
with future. Address “V., 3895,” care 
Jewelers’ Circular-Keystone. 





EXPERIENCED watchmaker, jeweler 
and excellent salesman, desires position 
in first class store; preferably as man- 
ager repair department; finest char- 
acter and personality. Address “P., 
3891,” care Jewelers’ Circular-Keystone, 





IDEAL combination; salesman; window- 
trimmer; advertising man; interested 
only hearing from well rated install- 
ment enterprise; results guaranteed; 
highest reference. Address ‘“N., 3889,” 
care Jewelers’ Circular-Keystone. 





REFUGEE salesman and _= stock-clerk, 
age 39, now working for large install- 
ment house in Baltimore is desirous of 
making change; city below 500,000 pre- 
ferred. Address ‘“M., 3888,’’ care Jewel- 
ers’ Circular-Keystone. 





CREDIT STORE manager, buyer, sales- 
man, 15 years’ experience, capable of 
taking complete charge credits, collec- 
tions, trimming’ effective windows; 
creative account opener. Address “A., 
3883,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, light jewelry repairs; 
eight years’ practical experience; 
married; American; wishes permanent 
job after first of year with reliable 
people, at a living wage. Address “Y., 
3880,” care Jewelers’ Circular-Keystone. 





COMBINATION watchmaker, engraver, 
light jewelry repairer, with sales ex- 
perience, desires change to West or 
Middle West; young, married; Bradley 
trained. Address “S., 3874,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER of outstanding ability 
with excellent references from responsi- 
ble people, as to skill, honesty and 
personality ; South only; $45 week. Ad- 
dress “R., 3873,” care Jewelers’ Circu- 
lar-Keystone. 





YOUNG MAN, 29, with leading manufac- 
turing jewelry concern 10 years; take 
charge office, special orders, building 
sample lines, grading melee; executive 
ability. Address “V., 3932,” care Jewel- 
ers’ Circular-Keystone. 
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sPECIAL ORDER WORK FOR 
TRADE 








EPAIRED FOR DEALERS ; 

P old pens, desk pens, “Vaku-um” 
pens, pencils, etc., repaired at standard 
rices; mail all makes to one place for 
better service; est. 1904; we feature 
old pen points and repairing. Welty 
fen and Repair Co., 38 S. State St.. 


Chicago. 

ZED fountain pen service to 
THOR verywhere ; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Service, Atlanta, 


eel 
To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





A 








SUB-LETTING several bench spaces in 
a fully equipped manufacturing shop 
for jewelers, engravers or diamond set- 
ters; very reasonable. Room 506, 2 W. 
47th St., New York City. 





OPTICIAN, watch material house and 
silversmith, great opportunity; reason- 
able rent, in Radio City Jewelers’ 
Center; also limited few spaces for 
diamond, watch and jewelry dealers; 
completely furnished and equipped; 
lights, Holmes protection, showcases, 
etc. 52 W. 47th St., New York City. 
Longacre 5-1468. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN WATCH REPAIRING by doing 
it; thorough training under’ expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS;; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and ‘Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 








YOU WANT A POSITION 
YOU WANT A SALESMAN 
YOU WANT A WORKMAN 
YOU WANT TO EXCHANGE 
YOU WANT A PARTNER 
YOU WANT TO SELL OUT 
YOU WANT TO SELL TOOLS 
YOU WANT TO LET A PLACE 
———— YOU WANT ANYTHING 


USE THE 


Want Advertisements 


of the 


Jewelers’ Circular- 
Keystone 





























JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 


School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 


Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 56th Sts. 
Philadelphia, Pa. 


100 East 42nd St. 
New York, N. Y. 




















THE JEWELERS’ CIRCULAR-KEYSTONE 
for January, 1941 


131 


























Manufacturers’ N ews 





Elgin Announces Big Campaign 
For "America First" Watches 


Elgin announces a big spring drive on 
new “America First” watches during 
February, the month of heroes. 

“Elgin thus continues its policy,” says 
Howard D. Schaeffer, vice-president in 
charge of sales, “of creating a planned 
sales peak in the early part of the year. 
So successful did this spring drive prove 
in 1939 and 1940 that sales of Elgin 
watches were up as much as 440 per cent 
over the corresponding period of 1938.” 

There are 25 new “America First” El- 
gins. Each is marked by advance styling 
in the new rose cases and dials which 
are said to be achieving such increased 
popularity with the consumer. Here for 
the first time are Elgins in rose retailing 
for less than $33.75. Priced to sell at 
$24.75 and $29.75, they offer some of 
America’s outstanding fine-watch values. 

There will be an extensive advertising 
campaign back of Elgin’s spring drive. 
According to Advertising Manager 
Frank R. Brodsky, “Elgin will announce 
the ‘America First’ watches in widely- 
read magazines such as Life and Satur- 
day Evening Post, and in local news- 
papers from coast to coast, more than 
19,000,000 messages—many of them in 
red, white, and blue pages of inspira- 
tional tone—will associate the reawak- 
ened interest in things patriotic with 
these American timepieces to create 
new profit opportunities for dealers 
everywhere.” In addition, Elgin an- 
nounces that each retailer will be pro- 
vided with a complete kit of colorful tie- 
in material to attract his share of this 
extra Elgin business. Proofs of national 
advertising mounted for display, adver- 
tisements to be run locally over his own 
signature, direct mail letters, radio 
script, and other tested aids are ready. 

As Schaeffer says, “with Christmas a 
sell-out in the watch field and with the 
natural demand for fine watches at this 
time, promnped by such gift-giving occa- 
sions as Valentine’s Day, birthdays, an- 
niversaries, graduation — dealers know 
that he who has the watches gets the 
business.” 


New Cleaner Has Easy-Use Package 


A liquid jewelry cleaner which comes 
in a wide-necked bottle to allow the user 
to dip the pieces to be cleaned directly 
into the cleaner, and does away with the 
waste and bother of pouring into an- 
other receptacle, is on the market under 
the name of Baget jewelry cleaner. A 
dozen bottles, retailing for 50 cents each, 
are to be had at $3.60 per dozen from the 
makers, D. Blum & Co., 316 W. 31st St., 
New York, specialists in cleaning fluids. 





Max Stern & Co. Mail 1941 Calendar 


Max Stern & Co., 17 John St., New 
York, well-known importers of precious 
and semi-precious stones, are mailing out 
their 1941 birthstone calendar to the 
trade. These calendars are a very use- 
ful reference for manufacturers, whole- 
salers and retail jewelers alike. Any 
jeweler who fails to receive this calendar 
can get one by writing Max Stern & Co. 





"Great Opportunities This Year," 
Says Handy & Harman 


A circular of a rather unusual nature 
has just been issued by Handy & Har- 
man, prominent refiners of precious met- 
als. Instead of being a piece of selling 
literature for the firm’s goods and ser- 
vices, it is designed solely to arouse 
jewelers to the tremendous possibilities 
for business that lie before them in 1941 
in all kinds of merchandise, regardless 
of its relationship to the activities of 
Handy & Harman. 

Focal point of the folder is a letter 
over the signature of President G. H. 
Niemeyer, in which are pointed out the 
three powerful influences now at work 
to stimulate the retail jewelry trade— 
the enormous improvement in general 
business in recent months which is still 
mounting, the great addition to payrolls 
and purchasing power brought about by 
the preparedness program, the record- 
breaking wave of increase in marriages 
which is now rolling over the country. 

All of these elements, it is pointed out, 
create a situation where the possibilities 
for benefit to the jeweler’s business are 
enormous, but as is also brought out, 
other businesses, too, are pulling hard for 
a good share of the potential increased 
retail volume and jewelers must make a 
real effort if they are to receive the pro- 
portion of this increased consumer buy- 
ing which logically belongs to them. 
Everyone in the jewelry industry may 
well read, ponder and take to heart the 
thought and action-provoking message of 
this folder. Anyone who has not received 
a copy may secure one by dropping a 
line to Handy & Harman, 82 Fulton St., 
New York, N. Y. ‘ 


Gruen Notes All Paid, 
Resumes Dividends on Common Stock 


Declaration of the first dividend on the 
common stock of the Gruen Watch Co. 
since 1931 was announced by Benjamin 
S. Katz, president of the Co., on Dec. 15, 
following a meeting of the board of di- 
rectors. The dividend of 12%c. is pay- 
able on Jan. 2, 1941, to stockholders of 
record on Dec. 20, 1940. 

For a period of years prior to 1935, 
the Gruen Watch Co. had _ suffered 
heavy losses and at that time it was 
heavily indebted to a number of banks. 
This condition led to the introduction of 
Katz as president and to the voluntary 
reorganization of the company. 

For the four years ended March 31, 
1940, the earnings of the company have 
been in excess of $2,600,000 and in this 
period all prior securities delivered to 
banks have been paid off and redeemed. 
The consolidated earnings for the last 
fiscal year ended March 31, 1940, 
amounted to $1.69 a share on 422,267 
shares of the common stock and class B 
convertible preferred stock, all of the 
latter of which was expected to be con- 
verted into the common stock by the end 
of 1940. 

Katz stated that the sales of the com- 
pany for 1940 were substantially ahead 
of 1939. 
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Longines Becomes First Commercial 
Sponsor of "F-M" Broadcasting 


To Longines-Wittnauer Watch (po 
goes the honor of signing the first com- 
mercial contract for broadcasting via the 
new frequency modulation System, 
Broadcasts will consist of daily time Sig- 
nal announcements on W2XOR, key sta- 
tion of the Mutual Broadcasting System, 








Signing the first order in history for commer. 
cial broadcasts by the new "Frequency Mod- 
ulation" method. Seated, F. M. Cartoun, 
vice-president, Longines-Wittnauer Watch 
Co. Standing: left to right, T. C. Striebert, 
vice-president and general manager of WOR 
and W2XOR; Eugene Thomas, sales manager, 
and J. R. Poppele, chief engineer, both of 
WOR. 


to begin on Jan. 1, 1941. The signal will 
be a rebroadcast of the time signal from 
the Naval Station in Arlington. 

’ F.M., is the new development in radio, 
about which so much has_ been heard 
lately, and is virtually free from static 
and interference and is said to reproduce 
music with much greater fidelity than the 
conventional method of broadcasting. 

Since F.M. requires special sending 
and receiving apparatus, only some 15 
stations are now sending programs on it, 
but applications for about 50 more F.M. 
broadcasting licenses are now pending 
before the F.C.C. 

Under F.C.C. regulations, F.M. sta- 
tions are permitted to “go commercial” 
as soon as they are set up to do so. 
Sensing the importance of the new devel- 
opment, the Longines-Wittnauer Watch 
Co. has placed F.M.’s No. 1 “commercial.” 





Schick, Remington-Rand End Suits 


Patent litigation between two of the 
leading manufacturers of electric shavers 
ended last month when Schick Dry 
Shaver, Inc., of Stamford, Conn., and 
Remington-Rand, Inc., a General Shaver 
Division of Bridgeport, Conn., made an 
amicable settlement of their legal contro- 
versies over patent rights. This litiga- 
tion has been pending since 1937 and in- 
volved suits in the United States Circuit 
Court of Appeals, in New York City, 
the United States District Court, in Wil- 
mington, Del., and the Exchequer Court 
in Ottawa, Canada. Under the agree- 
ment between the two companies all of 
these suits have been settled. 

Officials of both companies said they 
were confident the settlement will have 
a stabilizing influence on the entire in- 
dustry, since it ends trade uncertainty 
due to patent litigation between these 
two leading manufacturers. 
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Watch College 
Gets a "Watchmaster™ 


The Elgin Watchmakers’ College, un- 
der the direction of W. H. Samelius, has 
recently acquired a ““Watchmaster” 
watch rate recorder for technical and 
academic instruction. This is the first 
porological college to install this ma- 
chine, which provides scientific means 
for determining watch troubles and 
checking watches when brought to time. 

With more and more jewelers and re- 
air shops throughout the country in- 
stalling these machines, a knowledge of 
their use is becoming a more and more 
important part of the watchmaker’s art. 
Consequently, the instruction of stu- 
dents in the use of the instrument is be- 
coming an increasingly important part 
of the work of the horological school. 
The installation of a “Watchmaster” by 
the Elgin college is therefore an impor- 
tant forward step in its educational pro- 
gram, as well as providing an accurate 
means of checking the ability of its stu- 
dents, and the progress they are making. 


Develops New Type of Mounting 
To Overcome Melee Problem 


An ingenious and effective method to 
provide lustre and sparkle for the 
mountings of diamond rings without the 
use of melee has been developed by the 
prominent ring manufacturing firm of 
Goodman & Co., Indianapolis. 

Essentially the same idea as the use of 
bright cutting on the mounting to simu- 
late the reflections and sparkle of small 
diamonds, Goodman has been able to im- 
prove and perfect this method of orna- 
mentation by the use of its new patented 
Rhodi-Gold material which keeps _ its 
brightness permanently. The glitter of 
bright cutting in ordinary metal is apt 
to disappear after a time from tarnish, 
but Rhodi-Gold—not being subject to 
tarnishing and never requiring polishing 
—retains the brilliance and sparkle of the 
cutting indefinitely. 

Rhodi-Gold is a process of applying 
rhodium to white gold which was devel- 
oped about a year ago by Goodman & 
Co., and has been offered to the trade 
through 1940 in their Rhodi-Gold mount- 
ings. This final step of applying cutting 
to the mountings now adds the final 
touch. 

Morris Goodman, president of the firm, 
points out that although many jewelers 
may look upon Rhodi-Gem mountings 
principally as a solution to the problem 
which has arisen through the great in- 
crease in the price of small diamonds, 
many jewelers view this new mounting 
as a thing of beauty in itself, and em- 
phasizes that Rhodi-Gem mountings are 
not a makeshift or novelty item but a 
sound development in styling and mer- 
chandising. 


Louis Sickles and Joseph Fishbein 
End Connection 


Louis Sickles and the Belmar Watch 
Co., wholesale watch distributors of New 
York and Philadelphia, announce that 
as of Dec. 30, 1940, Joseph E. Fishbein 
will terminate all connections with the 
firm of Louis Sickles. All transactions 
thereafter with Louis Sickles should be 
addressed to Louis Sickles, 1015 Chest- 
hut St., Philadelphia, Pa. 
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J. R. Wood Celebrates 90th Anniversary 





J. R. Wood & Sons celebrated the com- 
pany’s 90th anniversary, and honored five 
employes, whose combined service totals 
211 years, at a Christmas dinner and 
dance, Dec. 21. 

W. Waters Schwab, president of the 
company, presented a gold watch to each 
of three men who are celebrating their 
40th year in the employ of J. R. Wood 
& Sons. They are Charles W. Walker, 
who started in 1899, William J. O’Brien 
and Nelson E. Biffar, who started in 
1900. 

In addition to the above three men 
Frank D. Maher and Herman Deimer 
celebrated their 45th anniversary. The 
total time served by these five men is 211 
years, something of a record. 





Hamilton Issues New Catalog 


An attractive catalog showing the 
complete line of Hamilton watches for 
the coming season has just been issued 
by the Hamilton Watch Co., Lancas- 
ter, Pa. 

Printed in full color on high-grade 
paper of creamy tint, each model is 
shown in actual size and natural color 
with complete specifications and prices. 

Several handsome new items have been 
added to the line such as the new sweep- 
second model with second-setting feature 
named the Sentinel and offered in a gold- 
filled case in natural color of pleasing 
design. ‘The famous railroad model 
watches for which Hamilton has long 
been noted are, of course, prominently 
featured, along with a wide variety 
of standard models for men in_ both 
wrist and pocket styles and ladies wrist 
watches in gold-filled, karat gold and 
diamond set cases. Copies of the cata- 
log are available to any jeweler upon 
request. 





Lasko Employes Have 
Christmas Party 


Celebrating the biggest and _ busiest 
year in its history, Lasko Strap Co., Jer- 
sey City, N. J.. tendered its employes 
a dinner party in appreciation of their 
untiring efforts in the firm’s behalf. 

The party, which was held in the Con- 
tinental Room of the Top Hat, Union 
City, N. J., was the largest of all the an- 
nual affairs ever given by the company, 
being attended by 130. The evening’s 
festivities included a program of varied 
entertainment preceded by the speeches 
of welcome from Sol Lasko and Max 
Gershberg, owners of the firm. 
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Rawson L. Wood, grandson of the 
founder and vice-president of the com- 
pany, gave a short talk, explaining the 
minimum wage rates just recommended 
to the Wage-Hour Administration by the 
Jewelry Industry Committee, of which 
he was a member. 

Wood then distributed the “share the 
profits” bonus to all employes. This is 
the second year in which the profits of 
the firm have been shared by the em- 
ployes on a percentage basis. 

Among the guests of honor were Mr. 
Pasero and Mr. Williams, president and 
manager respectively of Local No. 1, 
International Jewelry Workers Union, 
with whom the company has had a con- 
tract for many years. 








New Ad Mat Service 
Ready for Keepsake Rings 


A. H. Pond & Co., Inc., Syracuse, 
N. Y., makers of “Keepsake” diamond 
rings, has just issued a useful and at- 
tractive folder covering the newspaper 
advertising mat service which it is of- 
fering for retailers’ use. 

Eighteen complete advertisements are 
shown in the most generally used shapes 
and sizes, such as four, five, six, seven 
and eight inches by one column, and five, 
six, seven and eight inches by two col- 
umns. All of these, of course, provide 
space for the insertion of the jeweler’s 
name and address. 

In addition a complete assortment of 
mats for various new items of merchan- 
dise, trademark slugs, reproductions of 
Keepsake certificates, etc., are included 
for the retailer’s assistance in preparing 
his own individual advertisements. 





Ingersoll-Waterbury 
Launches 1941 Campaign 


The Ingersoll-Waterbury Co. has just 
announced the launching of its 1941 ad- 
vertising program in the interest of 
Ingersoll watches. 

The campaign is scheduled to run con- 
tinuously in the American Weekly and 
Sunday rotogravure sections—50 impor- 
tant newspapers in all. In addition, two 
leading farm publications will be used, 
bringing the combined circulation to 
more than 22,000,000. 

Dealers are being urged to stock and 
display Ingersoll so as to cash in on this 
intensive promotional drive which will be 
based on the theme “Again Ingersoll 
Leads the Way,” and will feature such 
new Ingersoll models as the sweep-second 
“Warrior.” 








When Ostby & Barton Co., prominent 
ring manufacturers of Providence, R. L., 
introduced a few months ago a new type 
of ring display tray in which the pure 
white fabric is covered with a clear 
bright coating of cellophane, they de- 
cided that something so out of the ordi- 
nary should have a new name to charac- 
terize it. 

To get the most appropriate name for 
this gleamingly attractive display fixture 
it was decided to invite jewelers every- 
where to submit suggestions for prizes 
offered for those considered most suit- 
able, awards being made by a committee 
of three judges, none of whom had any 
connection with Ostby & Barton. 

To further guard against any possi- 
bility of personal or business bias, the 
judges were given only the names sug- 
gested with no information as to the 
names of the people who entered them. 

The contest which closed Nov. 15 lit- 
erally swamped the judging committee 
with more than 6000 entries and the 
work of selecting the winners from the 
tremendous array of excellent suggested 
titles proved a Herculean task. It was 
completed, however, just in time to allow 
the winners to be notified by Christmas 
and the Jewelers’ Circular-Keystone here 
presents the first official list to be 
published. 

First prize was awarded to the name 
DurO-Brite which proved to have been 
submitted by Rolland’s Jewelry, Chi- 
cago, Ill. To this store goes the first 
prize of $150. The same entry also re- 
ceived two prizes of $5 each and seven 
merchandise prizes for other excellent 
entries, every contestant having the priv- 
ilege of making as many entries as were 
desired. 

In fact, duplicate or multiple awards 
— rather frequent throughout the 
ist. 

The second choice, with a prize of 
$100, was awarded to the name, Clear- 
site, submitted by Phil Bell, of the 
Harry M. Shane jewelry store, Oakland, 
Cal. Third prize, whose value was $50, 
was awarded the S. O. Carpenters Jewel- 
ers, Paola, Kan., for the name, Lusterite. 
This latter store also won a $5 prize for 
one of its other entries. 

Ten prizes of $10 each went to the 
following: 

Blanton Jewelry, Louisville, Ky. (1 

Hon. Ment.) 
Mrs. C. Bocksbeger, Greensburg, Pa. 
Mrs. G. Buhn, Boise, Idaho (1 Hon. 
Ment. ). 

J. A. Cassinino, Bruceton, Tenn. 

P. W. King, Los Angeles, Cal. 

J. Rector, Blanton Jly., Louisville, Ky. 

George M. Rud, Jordan, Minn. 

Roy Sandel, Westmoreland’s  Jlry., 

Huntsville, Tex. 
Schroeder’s Jliry., Coquille, Ore. 
E. R. Small, Grinnell, Iowa. 


Twenty prizes of $5 each were 
awarded, two of which as_ previously 
stated went to Rolland’s Jewelry, winner 
of first prize and one to S. O. Carpenter, 
who took third place. Two of the $5 
prizes went to Feldstein & Son, West 
New York, N. J., who also won five 
prizes of merchandise. The complete list 
is as follows: 

Feldstein & Son, West New York, N. 

J. (2—also 5 merchandise prizes). 

Benj. & Co., Wellston, Ohio 

Wm. Baumgartner, Elgin, Iowa 


E. Blanton, Louisville, Ky. 
H. W. Cooper Jly., Bloomington, Ind. 





ROLLAND'S JEWELRY STORE, CHICAGO, WINS O-B TRAY NAMING 
CONTEST WITH TITLE, ‘DURO-BRITE' 


Devere Fritz, So. Bend, Ind. 

H. F. Green, Oakland, Cal. 

G. L. Jensen, Harlan, Iowa 

Peter Karpak, Olymphant, Pa. 

Mrs. Harry Meyers, Deshler, Neb. 

J. Rector, Blanton Jly. Co., Louisville, 


Ky. 
Ted Ross, Detroit, Mich. 
Thos. Surtees, Ensley, Ala. 
Stone Jirs., Columbus, Ohio 
Martin Thomas, Huntington Park, 
al. 
R. Woltman, St. Louis, Mo. 


One hundred fifty merchandise prizes, 
consisting of a ring gage, were awarded 
for names given honorable mention. 
Some of these went to winners of other 
prizes for additional entries, the remain- 
der being distributed as follows: (Fig- 
ures in parentheses after the names indi- 
cate winners of two or more awards.) 


Jos. E. Abrams, Philadelphia, Pa. 

M. Ackenhausen, Seattle, Wash. 

J. H. Alberts, Bartlett Co., Ventura, 
Calif. (2) 

Annie L. Bassett, Wahpeton, N. D. 

Mrs. Blanchfield, Paterson, N. J. 

Guy Blincow, Holyoke, Colo. 

Block Bros., So. Bend, Ind. 

Brownie’s, Southbridge, Mass. 

Adolf Bruner, New York 

Cc. S. Carstens, Alexandria, La. (2) 

Mrs. D. Ciuffo, Los Angeles, Cal. 

E. B. Coyle, Los Angeles, Cal. 

Adolph J. Cubitto, Globe, Ariz. (3) 

Mrs. A. E. Culver, Seaford, Del. 

Earl B. Davidson, Lebanon, Ohio 

Hope Davidson, Pontiac, Mich. 

H. D. Davis, Buffalo, N. Y. 

H. J. Day, Flint, Mich. 

Mrs. Nathan Donsky, San Angelo, Tex. 

F. H. Driesell, Norfolk, Va. 

J. C. Duffendack, Bartlesville, Okla. 

Herbert Edenbaum, San Angelo, Tex. 

O. K. Fast, Reedley, Cal. 

S. Fried, Valley Stream, N. Y. 

L. C. Fuller, E. St. Louis, I]. 

W. M. Gartner, Warren, Ohio 

Ralph Gaunt, Dunkirk, Ind. 

Moses George, Thibodaux, La. 

Githsis Jly. Co., New York. 

H. D. Grant, Salem, Ore. 

H. F. Green, Oakland, Cal. 

Theodore Gross, Jamaica, N. Y. 

A. H. Gumbiner, Chicago, Ill. 

A. C. Gilby, Longview, Wash. (2) 

Hans Hagen, Arlington, WaS&h. 

Ida M. Hale, Buffalo, N. Y. 

N. A. Handmaker, Louisville, Ky. (2) 

G. H. Hertling, New Albany, Ind. 

Otto Hoch, Port Richmond, N. Y. 

Gilbert Hubert Jly. Co., Torrington, 
Conn. 

E. C. Hunter, Allegan, Mich. (2) 

Ideal Jewelry Store, Springfield, Ohio 

H. Johnson, Troy, N. Y. 

George Johnston, Front Royal, Va. 

Peter Karpak, Olyphant, Pa. (2) 

Lynn C. Kester, Hereford, Tex. 

Mrs. E. B. King, Memphis, Tenn. 

Kirkpatricks Jly. Store, Walton, N. Y. 

J. Koslow, St. Louis, Mo. 

H. A. Krezdorn, Sequin, Tex. 

Ida Kuehn, Evansville, Ind. 

L. V. Landhuis, Sheldon, Iowa 

Leeds Jly. Co., New York 

C. G. Leonard, Ackley, Iowa 

O. S. Lien, Battineau, N. D. 

Kenneth Linch, Red Bluff, Calif. (2) 

J. Lindenbaum, Santa Monica, Calif. 

J. Lowenstein Jly. Co., St. Louis, Mo. 


(2) 
Macy Jly. Co., Hollywood, Calif. 
Meier & Frank Co., Portland, Ore. 
Ann Meredith, Louisville, Ky. 
Orin Milburn, Burlington, Colo. 
Florence E. Miller, Philadelphia, Pa. 


(3) 

R. S. Milner & Son, Philadelphia, Pa. 
(8) 

A. T. Niebergall, Bend, Ore. (4) 

New Star Jewelers, Joliet, Ill. (2) 

Otto J. Nagel, Bremerton, Wash. 

H. Novin, Galveston, Tex. 

Frances L. O’Rourke, Florissant, Mo. 

Max M. Packman, Lake Charles, Ta. 

Pardons Jly. Store, Owensboro, Ky. 

Pearsons & Malmstrom, Chicago, Ill. 

G. A. Peterson, Minneapolis, Minn. 

Bi a Jly., Huntington Beach, Cal. 
(2) 


M. Raphael, New York 
J. Rector, Blanton Jly., Louisville, Ky. 
Regal Jewelry, Worcester, Mass. 
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Lew Reichman, Chicago, Il), 

H. Reed, Sherman, Tex. 

A. C. Reid, Lakewood, Ohio 

C. E. Riley, Seattle, Wash. 

J. Rogers, Medford, Mass. (2) 

J. B. Roithner, Johnson City, Tenn 
David W. Romain, Philadelphia, Pa. 
J. R. Smyth, Trenton, N. J. *°- 
M. F. Sarphie, McComb, Miss. 
Homer W. Sansell, Martinsburg, w 


Va. 
Harry Scher, Little Rock, Ark 
Sol Schneiderman, New York 
Shaffers Jlrs., Vallejo, Cal. 
Sherrys Jly., Pomona, Cal, 
H. V. Shively, Campbellsville, Ky (2) 
H. L. Smith, Miami, Fla. : 
Mrs. W. A. Smith, Porterville, Cal, (2) 
Spencer Bro., Honesdale, Pa. 
J. Ernest Surtees, Ensley, Ala, 
Vern M. Ulrigg, Missoula, Mont. 
J. W. Taft Store, Campello, Mass, (3) 
Eleanor Thompson, Ocean City, N, J 
C. Waissman, Lakein Jly., Baltimore, 


Md. 
= Store, San Bernardino, Cal, 


Mrs. J. T. Westbrook, Dunn, N. ¢, 
T. E. Westburg, Milton, Ore. (2) 
Mrs. Wolfe, Montreal, Canada. 

R. Woltman, St. Louis, Mo. 





Bulova To Hold Sales Convention 


The annual convention of Bulova 
Watch Co. sales representatives, from 
every part of the United States and Can- 
ada, will be held in New York City, for 
seven days, in the early part of January, 
announces John H. Ballard, president of 
the company. 

The slogan, “Year ‘round advertising 
means year ’round sales!’ will be the 


John H. Ballard, 
President, 
Bulova Watch Co. 





keynote in continuance of the policy 
which Ballard played a great part in 
helping Bulova to break every sales rec- 
ord in its history during the year just 
ended. Inspired by this record, the ad- 
vertising appropriation for 1941 will 
again be increased and will be the larg- 
est in the history of the company, con- 
tinues the announcement. 

The new line of Bulova models for 
1941 will be given its first preview by the 
sales force at the convention, the keynote 
speech of which will be delivered by 
Ballard. Sales meetings will be con- 
ducted by Samuel P. Epstein, vice-presi- 
dent and sales manager, and talks and 
discussion will be held on advertising, 
merchandising and promotional plans for 
the coming year. 

The convention will close with a din- 
ner by the sales force, in honor of Bal- 
lard, at the Hotel Waldorf-Astoria. 





New Silver Polish on Market 


Wonder Chemical Co., Brooklyn, N. Y., 
have brought out a new silver polish 
under the brand name “Fine English.” 

It has been officially approved, the 
makers say, by some of the foremost 
silver houses of the country for use on 
their goods. 

A free sample may be obtained by 
addressing the Wonder Chemical Co. of 
545 Third Ave., Brooklyn, N. Y. 
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Aad Gn Crecluoion 


ETERNAL VIGILANCE 


Tue Jewe ry industry is fortunate, indeed, to have 
such an organization as the Jewelers Vigilance Commit- 
tee. While the overwhelming majority of jewelers are 
scrupulously careful to represent their merchandise for 
exactly what it is, the jewelry trade, like all industries, 
is infested with a small fringe of those who, through 
either ignorance or downright trickiness, use exaggerat- 
ed terms and claims that place the honest merchant at an 
unfair competitive disadvantage. 

The Jewelers Vigilance Committee has done wonder- 
ful work in clearing up situations of this kind, and has 
done it on an unbelievably modest budget. Members 
of the committee donate their time and services, give 
freely of their own money, and even provide the neces- 
sary office facilities in their own places of business. Every 
cent collected goes solely for merchandise to be tested, 
the cost of making the tests, and legal fees. It would be 
hard to find a trade organization in any field that accom- 
plishes so much for so little. 

In fact, the Vigilance Committee has not even asked 
for contributions since January, 1939—two years ago. 
But now its modest treasury is nearing bottom and it 
is again appealing for funds to carry on the work. 

Here is a cause that both on the basis of work done 
and value rendered per dollar deserves the support of 
every one who wants to keep the jewelry business clean 
and respected in the public’s eyes, as the jewelry busi- 
ness should be. Send a contribution today, and make 
it a generous one. Draw your check to the order of 
Alpheus L. Brown, Treasurer, and mail it to him at 15 
Maiden Lane, New York. 


VALUE THAT LASTS 


One oF THE things that makes fine jewelry so much 
more desirable than many other kinds of purchases as 
an outlet for the surplus income of the well-to-do was 
pointedly illustrated by the result of an auction held in 
New York on Dec. 6. 

On that day the regal collection of fine furs that had 
belonged to the late Lilyan Tashman of the movies was 
auctioned as part of the process of winding up her estate. 

The prices obtained were a pitiable fraction not only 
of their original cost but of their present day values. 
The entire gross proceeds of the sale of items inventoried 
at $225,000 was exactly $2,005. A fabulous chincilla 
coat insured for $55,000 went for $1,500. A huge auto- 
mobile robe of fine mink sold for $130, and so on down 
the list. 

Imagine what $225,000 worth of fine jewelry, even 
when bought at retail prices, would have brought under 
similar circumstances. True, the full price paid at retail 
probably would not have been realized, but certainly 
there would have been no difficulty in bringing in per- 
haps a hundred thousand dollars. Jewelry is not only 


the very highest expression of beauty and personal adorn- 
ment—-it also has a solid asset value not possessed by 
any other luxury, whether furs, automobiles, yachts, or 
mansions. 

We hope this thought isn’t going to stimulate jewelers 
to try to sell jewelry as an “investment,” but certainly 
the factor of its permanent value when added to its other 
desirable qualities is one of the good reasons for purchas- 
ing it—not for investment, not for profit, but as a perma- 
nent realizable asset when and if necessity arises. 


IS IT BONAFIDE? 


Wirn Just about every association of retail jewelers 
throughout the country already working on the problem 
of retailing by wholesalers, it’s a little difficult to see any 
good reason for setting up a new association—apparently 
just for that purpose. 

The trade is already flooded with retailers’ organiza- 
tions—national, regional, state, district, and local—we’ve 
already got more organization machinery than can be 
advantageously used—we’ve already got duplication and 
overlapping of effort with all its attendant confusion 
and wastefulness. Why complicate the situation still 
further by adding another to the already too long list? 

Moreover, at least some of the methods to be used by 
this new group, which calls itself the “Bonafide Retail 
Jewelers Association” are decidedly open to question. 
For example, it proposes to issue a bulletin in which will 
be listed the names of wholesalers who, according to the 
announcement, agree “to conduct a strictly wholesale 
business’”—and who pay two dollars a head for the 
listing. 

The announcement goes on to say that the bulletin will 
be sent “to every jeweler, regardless of size.” How 
much territory this distribution will cover, the bulletin 
doesn’t say, but it does say that the attention of the 
jewelers will be called to this list of names and that they 
will be urged to patronize these wholesalers. 

We aren’t a lawyer, nor versed in the intricacies of the 
law, but this program seems to us to have all the ear 
marks of a “white list,” which, like the “black list’’ that 
it implies, is clearly illegal. The elimination of retailing 
by wholesalers is a praiseworthy end, but we doubt if 
this is the way to accomplish it. 

It looks as though some one’s zeal had outrun his dis- 
cretion and we suggest that both retailers and whole- 
salers be a little cautious about identifying themselves 
with this group. 
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